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HARRIS MODEL 122A (LTV) 
Single-Color 
17 x 22° Offset Press 


JSREADWINNER II 


lake a look at the third in a world Now comes a press that will out 
tamous line of small offset presses pertorm them both in quality of 
Your money's sate on this tavorite print saleable sheets per day 


Its granddaddy, the Harris LSB, was operating convenience. Particularly, 
earning big money tor its owners it has the teatures which press owners 
even in the tough competition of and operators have asked for 


in a 
depression days. 


small oftset press 

Its father too, the Harris LTG, Today's race is too rugged for any 
has been the foundation tor many but the top pertormers. That's why it 
1 business. The military model also takes a wew Harris to stay out in front. 
did duty tor the armed services on Ask us to prove how this 17 
every continent 


x 22 


can increase your production 


HARRIS-SEYBOLD 


GENERAL OFFICES, DEPT. S, CLEVELAND 5, OHIO 
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In Kimberly-Clark paper- making... 


79 Quality Checks Mean 
Finer Printing for You! 


BALSAM AND SPRUCE LOGS—READY FOR THEIR DRAMATIC TRANSFORMATION 
INTO QUALITY-CONTROLLED KIMBERLY-CLARK PAPER 


ete quality contro 


es rremium quality pu 





Before choosing any printing paper 
New HIFECT* Enamel 


New LITHOFECT* | 





wee new 
lability. Finally, in cor 
roduction with that of any 
at any price, you Il 
i striking new difference 


t printing whieved 


quirements for 
runs uivertising 


r house o1 


Look at Kimberly-Clark coated papers 
New TRUFECT* Whi: 


New MULTIFECT* \ 
for e printir Now M 


Cooked to a pulp! \ 


Hot off the machine! ). 


“ rfl 


An ounce of prevention! « 


KIMBERLY- CLARK 


CORPORATION 


NEENAH, WISCONSIN 
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Editorial and Cusiness Offices 
MUrray Hill 2.7424 
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directly on the envelope with a dated postmark 


and a small advertisement, if you like 


— = 
, = = : HENRY HOKE 
Fa ty : M. L. STRUTZENBERG, 


HENRY HOKE, JR 


Volume 14 Number 


the exact postage needed for any kind of mail... 


2 A Case History 
prints on gummed postage tape for parcel post... From The Wide Open Spaces 


5 CYA, Protecting D rect Mail Records 
, a = 


has built-in moistener for envelope flaps... Business Ethics: Fact or Fiction? 
Holds as much postage as you want to buy protects 
postage from loss, theft, damage, and “borrowing’’... Public Relations and Diect Mail 





Direct Mail Puts Over a New Idea 
The Fight for Control of Direct Mail 


Does its own accounting, on always visible registers . . . 

Modern way of mailing... neat, quick, and convenient! 

There’s a meter model for every office, club or store. 

Call the nearest PB office, or send coupon for booklet! About Cover: This is the thirteenth anni 


versary of The Reporter The start of our 
fourteenth year after taking up where 


<a 
- wes Postage G The Mailbag left off And we 
are not a bit superstit.ous about the num 


ber 13. It's lucky. Our thirteenth was the 


= 

= most encouraging of any so far. More sub 
——- scribers more advertisers more 
voluntary spirit- boosting reactions from read 


ers than ever before’ We face the fourteenth 


with plenty of pep and vinegar and will 
_—7 BA 3 z : do our best to be worthy of the continued 
—~ support of both subscribers and advertisers 
~ 
World's lead 


Thanks to all you kind people 


THE ONLY MAGAZINE DEVOTED 
EXCLUSIVELY TO DIRECT MAIL 


Please send free booklet on the OM 
PITNEY BOWES. Inc 


2082 Pacific St.. Stamford, Conn 


THE REPORTER 





SHORT 


NOTES 


DEPARTMENT 


@ FOR ALL READERS. Remember that 
this Short Notes Department is intended 
to give you information on sources of 
additional information. So read with a 
pencil in your hand. Check items on 
which you or your secretary want to 
write or do something about. One of 
our readers recently made a suggestion 
after being mentioned in a Short Notes 
item. He received more than 100 re 
quests for samples of a unique mailing 
piece. He thinks we ought to suggest 
that readers of The Reporter. when re 
questing samples. send a stamp (when 
appropriate) to cover the mailing cost 
That is a good idea 
when the firm or individual mentioned 


particu'arly 


has a strictly local business 


@ SEVERAL MONTHS AGO we re 
talking plastic tape 
used as a gadget by the Green Giant 
Company. Le Sueur. Minnesota It 
talks when you run your fingernail 
along it.) We just learned that these 
tapes can be obtained from Talking 
Devices Company. 4447 West 
Park Road, Chicago 41, Illinois. Pric 
seems reasonable 


ported on the 


Irving 


You can get a sheet 
listing all specifications and prices by 
writing to the company 


@ HOW NOT TO START a follow-up 
letter We ure disappointed that we 
have not heard from you since we sent 
That is the start of 
a follow-up. filled-in form letter from 
The Sambi Company. P. O. Box 213 
Minneapoils 1, Minnesota. Of course 
the writer of an unanswered sales ap 
peal is always disappointed but 
it is a poor way to start a letter. A weak 


you the” etc., etc. 


way to revive interest. And it follows 
the original inquiry by about 
months. All the experts seem to agree 
that the time to do the most intensive 
follow-up work is in the immediate per 
ied following the inquiry 


three 


@ POPCORN was a possible substitute 
for shredded packing paper needed in 
shipping mail order packages We 
had an article all ready to show how 
popcorn could be used. Was result 
of an experiment conducted by Walter 


MAY 1951 


Masson Advertising Manager of 
Breck’s of Boston, ICO Breck Building 
Boston 10, Massachusetts, and reported 
to us. But just as we were ready to 
notice 
came through from the Post Office and 
Walter. 
a packing agent 
materials nor as an absorbent agent 
for liquids. In addition to this, the use 
of popcorn comes within the scope of 
the Federal Food, Drug and Cosmetic 
Act and all of these Government agen 
cies are afraid the use of 
might do harm This 
believes some solution might be worked 
out. Shipping and packing papers will 


go to press with the last issue 


Popcorn is not approved as 
Especially for toxic 


popcorn 
reporter still 


Popcorn is an 
because it absorbs 
How about adding 
Or a large notice 


become very scarce 
ideal 


shocks in transi 


substitute 


a color or an odor? 
that the packing material is not edible? 


eee 


@ THE 12th ANNUAL CONVENTION 
of the House Magazine Institute will be 
held on June 14, 1951 at the Roosevelt 
Hotel in New York. You can get all 
information about the 
Natalie D. Ellinger 
Institute. who can be reached at the 
Real Estate Board. Inc.. 12 East 41 
Street. New York 17. N. Y. Ellis Prudden 
editor of the Texas Company's House 
is president of the Institute 


meeting from 
secretary of the 


magazine 


@ AN ALL TIME RECORD for an out 
of date mailing list has just been called 
to our attention by Bill Steiner, publish 
er of Garden magazine. in a clipping 
from the Cornell Sun. A short while 
back. a letter addressed to Andrew D 
White was delivered to the Administra 
tion Building at Cornell. It caused a 
minor stir, since Mr. White. the first 
president of Cornell, retired in 1885 
and died in 1918. A follow-up letter 
to Mr. White arrived several weeks 
later. It was a repeated invitation to 
partake of the “famous Ethel Cotton 
lessons in conversation’ even 
though Andrew White, before his death 
was a brilliant speaker. Such direct 
mail can't possibly win. 


@ A UNIQUE ADAPTATION of the poc 
ket or slip-in type of letterhead was 
used by the Liberty Federal Savings & 
Loan Association, 204 North Broad 
Street, Philadelphia 2. Pennsylvania. 


LIST BROKERS AID 
MAIL SUCCESS OF 
BOOK-OF-THE-MONTH 


Edith Walker Calls Their Service 
Essential To Any Wide-Scale 
Direct-Mail Promotion Campaign 
? Edith Walker, in 
charge of iist rentals 
for the Book-of-The- 
Month Club, speaks en- 
thusiastically of the 
dual function of list 
brokers in servicing 
both the rental-list 
iser and the list owner 
who offers his list for rental 


National Council 
are indispensible 


“The members of 
of Mailing List Broker 
to most medium and large-scale Direct- 
Mail operations. If you are on the buying 
the accredited broker can place at 
your disposal hundreds of thousands or 
even millions of names of specially 
eened prospects for your product or 
t may be 


} 
enc, 


rvice, whatevel 


“If, on the other hand, you have a list 
to offer for rental, to others, the mem 
bers of the Council can interest respon 
sible mailers in placing addressing 
yrders with you...orders that can create 
a freq sently overlooked source 
Direct-Mail 


or swell 
of extra revenue for your 
operation.” 


The National Council of Mailing List 
Brokers is a voluntary organization of 
the country’s top-ranking brokers. Coun 
cil members will make list recommenda- 
tions without charge to any user of the 
mails. They will also act as special agents 
for any reputable mailing list owner in 
from rentals to non- 


accounts 


securing revenue 


competitive 


If you have a list to rent, or wish to 
rent the lists of others, fill in and return 
the coupon immediately. You will not be 
olicited. Instead you will receive, by 
return mail, a copy of the brochure 
. must be able to DOUBLE IN 
BRASS,” which lists the names and ad- 
dresses of the Council’s members and 
tells you how they can help find a market 
for your products or 
or both! 


cox ror| NATIONAL COUNCIL OF 
<> | MAILING LIST BROKERS 


200 W. 34th St., New York 1, N.Y. 


your lists 


N.C.M.L.B. 200 W.34th St.,N.Y.1,N. 
Please send me a copy of “ must 
be able to double in brass” without 
cost or obligation on my part. Ri 
Name 


Company 


City & State 


| 

| 

| 

| 

| 

| 

| 

| Address 
| 

= 
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BACKWARD OR FORWARD, 
“SERUTAN” SPELLS IT 
CIRCULATION ASSOCIATES 


ng, samy] 
direct-advertising 


! t prepara 
f their Direct-Ma 
’ and } g 


f +} 
‘ 


ns that the 


cn 


CULATION ASSOCIATES 


fillment tion And Main 
tenance © Stencil Cutting + Triple-Head Multigraphing 


+ Offset Lithography © Letter Press Printing « 


+ Addressing * Mailing * Complete Mail Campaigns « 


1745 Broadway - NEW YORK 19, W.Y. 


Usually such pockets are used to con 
tin reply 
recipients name appearnyg in die-cu 


cards or envelopes witl 


window Purpose of this letter was to 
ntroduce the principal 
personally with the 
pened, the letterhead revealed 

14 inch picture of the president 
Cheleden. showing through thé 

ut window. Pull the tab showing in 
eft-hand 


officers who 


cus.omers 


margin and the picture 
ranges to the receptionist. and then 
to the various tellers. Good stunt 


@ A BAD IMPRESSION was created by 

z recent mailing of Diebold, Incorpo 

rated. 2 West 45 Street. New York 19 

j + letter emphasizing the im 

f tving space with rotary 

a circular was enclosed 

llustration showed a big hand with 

pointed to an executive s.t'ing 

desk. Instead of a human head 

itive carried a distorted hog's 
Some recipients were m 

tle irritated 


Ind impolite 


with s1 
finger pointinc 
— 


@ M. P. BROWN of Fort Worth. Texas 
ently sent this reporter a BIG pack 
ge ntaining every piece ol! 
1dvertising mail received in a 30-day 
period. Took us hours to wade through 
Brownie When I see some 
{ the ! in the mail, I wonder how 
stacked ur 
jainst such demoralizing competition 
Some of the pieces 


ommented 
wn stuff can pull 


he is mgnt 
uddressed to names out-of-date 

back as 1939 Many of the 

thers had that boring sameness (pub 
ishers and booksellers) we described 
And good grief 


1 


n February Reporter 

» FREE offers are nauseating n 
le month's mail there wasn't 
ne single outstanding original piec« 
Maybe that should be the foundation 
for the DMAA 


many toes be trampled? 


onvention program 


r would to 


eee 


@ QUALITY ART MATERIALS are be 
ing promoted by a distinctive houss« 
magazine titled “Friem’s Four Pages 
published by A. I. Friedman. Inc., 20 
East 49 Street. New York 17. N. Y. Ar 
tistically designed and printed by off 
set. Front page of each issue presents 
1 word and picture sketch of some pro 
Other three pages de 
voted to products or news items in the 


minent artist 
art world. Separate enclosures feature 
special items or books for artists. Well 
done 


@ THE COOPERATOR has been men 
tioned several times in The Reporter 
znd now R. H. Geddy has put us 


on the mailing list for the lexander 


Merchandiser.” another h.m. published 
every other month by Alexander Film 
Company. Colorado Springs. Colorado 
It is sent to advertising agencies and 
manufacturers to give them the story 
of how films are being used for adver 
tising. Suggest you write for a sam 
ple of the February. 1951 issue. Gives 
some amazing statistics of this 32-year 
aid company which is serving some 
24 thousand clients, and which in its 
32 years has sold and produced more 
than 79 million dollars worth of adver 
tising film with most of its business 
handled by mail. It is quite an opera 
thon 
— 


eee 


@ IF CHICAGO happens to be location 
f a future convention where you want 
to hand out a helpful and timely souv« 
nir to out-of contact R. D 
Allbright of Allbright Associates. 166 
West Jackson Boulevard, Chicag 4 

He has a 36 page, 4'/)," x § 


yndicated booklet entitled 


towners 


llinois. 2 
Where to 
Eat in Chicag Can be purchased 
tsonably in quantities. imprinted with 
>mpany name Well done. with 

blank pages for phone numbers 


eee 
@ ENIOYED READING 
of “The Sorting Table 


January issue 
official publica 
ion of British Direct Mail Advertising 
Association. 53 Victoria Street. London 
S. W. 1. England. Peppy Kay Murphy's 
picture is on fron over. Inside a con 
iensation of her speech before Associa 
ion in which she gave full report of 
her trip to and impressions of the DMAA 
Convention last October Seems like 
Kay liked best the Circles of Information 
and John Yeck’'s Better 
Letters. One thing is certain we 
liked Kay Murphy 


session n 


@ CORRESPONDENCE SUPERVISION 
AND TRAINING was the subject of an 
nvestigation onducted by a special 


ommittee of the American Business 
Writing Associction. an 
{ instructors in 


dence The 
published an interesting report covering 


organization 
business correspon 
mmittee has recently 
activities in business fields such as in 
surance, banking. publishing. If you 
are interested in getting a copy. write 
to Robert Morrison hairman of the 

School of Business, 214 


Strong Hall. University of Kansas, Law 


commuttee 


rence, Kansas 


@ ADVERTISING can have some funny 
repercussions, Joe Russakoff thinks this 
item has some sort of a point. He picked 
it up from Frank Farrell's column in 
the New York World-Telegrarm and Sun 

znor Kask was recently asked by 


IRECT MAIL ADVERTISING 





a gent at her luncheon table: ‘Have you 
been divorced lately?’ She said she 
was. but secretly. and wondered how 
he guessed. ‘The matches beside your 
igarets are from a well-known Reno 
aivorcee dude ranch he observed 
[ ion by Direct Advertising 

—_— 

eee 
@ HOW LONG will the fund raisers con 
tinue to’ irritate people by sending un 
ordered merchandise, used as a gadget 
to force contributions? Latest Easter 
fund raising campaign by the Federa 
tion of the Handicapped used a 9-foot 
hank of ribbon” as the gadget. May 
be these appeals are still working 
but The Reporter office sure gets a lot 
of complaints. And we still think the 
mailing of unordered merchandise hurts 
the whole fund raising business 

— 


@ KIDDING DR. FLESCH and General 
Motors was the job tackled by th 
writers of “The Talk of the Town” in 
the March 3, 1951 issue of The New 
Yorker. Seems like the New Yorker 
people do not like the reading-eas« 
alculator developed by Dr. Flesch and 
General Motors using the well 
known Flesch formulas. If you are in 
terested get a copy of the March 
3 issue and read page 21. It is a little 
difficult to explain the New Yorker's 
objections 


@ A MINIATURE HAT was mailed by 
Sales Promotion Manager G. Gent to 
all salesmen of Bowey's Inc., 771 Bed 
ford Avenue, Brooklyn 5. N. Y on 
March 8, 1951. It was the final follow 
up mailing on a sales contest which 
ran between March | and March 16 
It emphasized that a new Easter bon 
net would be given to the salesman who 
delivered the greatest prescribed vol 
ume in each territory for a new pro 
motional idea offered to dealers. The 
miniature hat was mailed in an oval 
replica of Wallachs’ Lee Hats. Accom 
panying the hat was a specimen of the 
intended certilicate and final detziis 
about the contest. Good showmanship 
—_ 


@ A PIECE OF SANDPAPER 5 
inches square was used as the stock 
for a mailing piece by the Wolverine 
Tube Division. Calumet and Hecla Con 
solidated Copper Company. Inc., De 
troit 9. Michigan. Printed on the rough 
side was this copy: “Things are Rough 
ail over (caption) but every rough 
side has its smooth side. And when 
things smooth out again. we will keep 
your stocks filled with highest-quality 
copper tubing. In the meantime, we'll 
do our best to increase production and 
to ‘divvy up’ squarely Should have 
commanded more than casual atten 
tion 


a hexagon has 
many faces 


an envelope but one 


Th. refore it is to 
your advantage to use 

it properly. Dress it up 
Look smart—Pull ad- 
ditional returns. Color 
and design can and do 
make sales. You use it with 
your insert—why not 
your envelope too? 


Our Art Depart- 


ment welcomes the 
opportu? ity to design 
a “Personalized” enve lope for 


you. 


upples 
CNVE lope COL, ne. 


OFFICES: WASHINGTON ¢ BOSTON ¢ PHILADELPHI 








Ask Your Secretary 


about the advantages of WAS\ 
using DUPLISTICKERS & > & 

for addressing multiple ed 
mailings, bulky envelopes, \™ 
samples, premiums, ete. >| w \ 


DUPLISTICKERS speed-up 
addressing, reduce costs 


\w 


nerease efficiency 
Typists address 4 or 
more copies in one 
operation n letter 
size sheets of 33 
gummed 
labels 


perforated 


chs Prove 
addressing 
», FASTE 


° 


ctval Time = 

puPLisTicKe 
eroge* 

Mean hadressin 

Make a comparative 

fest in your own office! See for yourself how 
much typing time you save with DUPLI- 
STICKERS Package of 25 sheets (825 
labels) 60¢ at leading stationery stores 
White, blue, pink, green, canary, golden- 

rod, for color-coding mail eeerernrwrrrrrrn 


9 Envelopes 


Write for 
FREE Sample Eureks 
Pockage $ 558 
Scre 


Specialty Printing Co 
Electric Street 


anton 9. F* 


DUPLISTICKERS 


are made only by 


ARE YOU OVERLOOKING 
THE EXTRA-PROFIT 
POSSIBILITIES OF 
YOUR MAILING LISTS? 


Over 25.000 checks already issued 





LET MAIL ORDER 
HEAL ARTERS st 


MOSELY 


Selective LIST Service 


Phone COmmonwealth 6-3380 


MOSELY sends the CHECKS 





@ REPORT ON GADGETS. That con 
stant user of gadgets, Ward Patton of 
the Green Giant Company. LeSueur 
Minnesota pulled a new one in his 
March mailing Attached to a large 
explaining the national ad 
vertising campaign for spring. was a 
green candle with wicks on both ends 
Tied up with the caption: “Here's one 


portfolic 


that works two ways.” 


eee 


@ IN THE ECONOMY DRIVE. United 
States Post Office is experimenting with 
he use of trucks instead of railroad 

rs for mail movements within a 200 
mile radius of the larger postal towns 
Will be interesting to watch the etfects 


of this economy move. Sounds logical 


eee 


@ AN UNUSUAL SUBJECT was covered 
in a unique booklet produced by our 
old friend, Hal Stedfeld of Stedfeld & 
Byrne, Inc 1220 Huron Road. Cleve 
md 15. Ohio for the Van Dorn Iron 
Works Company. also of Cleveland 
2685 East 79 Street. Cleveland 4, Ohio) 
Just an 8-page. 6 x 7'/2 inch booklet 
Cover carried a picture of the “Mobile 
Big House The title: “A Moving Story 
{ Crime Prevention With words and 
pictures, the booklet tells of a crusade 
onducted by the Wisconsin Sheriffs & 
Deputy Sheriffs Association. The Mobile 
Big House was built by the Van Dorn 
Iron Works Company (builders of pri 
son equipment) in cooperation with two 
firms of architects and industrial de 
signers. The Mobile Big House con 
tained actual installations of typical 

ells. Other portions of the truck 
were devoted to exhibits of crimes and 

punishments This Mobile Big 
ouse is being shown all around Wis 
onsin as part of an educational pro 
jram to deal with juvenile delinquency 
ind to stop crime by showing that 
Fine job 


rime does not pay 


@ A BEAUTIFUL LETTERHEAD is used 
by Albert Wayne of Mission Pak Com 
pany. 125 East 33 Street. Los Angeles 
ll. California to acknowledge 
orders for Mission Pak fruits. One of 
the finest examples of the lithographic 
A faint blue sky background 
with a top-lef!-hand corner design of 
aun orange cnd orange blossoms. Only 


process 


thing missing the odor of orang 
blossoms Al Wayne should get in 
touch with the Dow Chemical Company 
Midland, Michigan 


@ A SUPER-INTELLIGENT promotional 
ob for good letterheads is being con 
ducted by the Brightwater Paper Com 
Massachusetts. If 
you haven't seen a copy of their latest 


pany of Adams 


letterhead appraisal kit. write to Henry 
J. Guild, president Most letterhead 
kits usually show examples of good 
letterheads This one goes a much 
needed step further. Letterheads should 
be appraised in relationship to their 
ultimate use. The artist's sketch or the 
final letterhead may not look nearly 
as good when a letter is typed on the 
sheet. So the Brightwater people 
have supplied a kit which contains 
four or five examples of typical letter- 
typing construction. The typing is re 
produced on transparent plastic sheets 
In order to find how your letterhead 
will look as a finished job. you simply 
place one of the plastic sheets over the 
sketch and there is a complete sample 
letter. It is as simple as all that. Why 
didn't somebody think of this before? 


eee 
@ SOMEBODY WAS SURE to think of 
this idea Victor 
Dell Aquila. advertising manager of the 


sooner or later 


American Express Company. has issued 
a 4 by 5”, inch, 8-page booklet resem 
bling Quick magazine. But this imi 
tation is called “Quick-er 
like Quick and so do all the copy pages 
Theme throughout 


Cover looks 
and illustrations 
is. of course Air Express gets there 
quicker 

—_ 


eee 


@ R.LP. is the title of the 1951 edition 
of the annual safety booklet issued 
since 1931) by The Travelers Insurance 
Company. Hartford. Connecticut. Get 
1 copy. It's marvelous. The title means 
Rest In Pieces Cartoon treatment 
throughout tells the story of the dangers 
of unsafe driving. Should be read by 
every driver 


eee 


@ THE NEW YORK TELEPHONE COM 
PANY has joincd the crusade to dis 
ourage or publicize the promoters of 
phony directory appeals. Last month's 
phone bills included a card warning all 
subscribers about the current rackets 
and stressed the fact that all notices or 
contract forms for he legitimate tele 
phone directory carry the name of the 
New York Telephone Company or the 
Reuben H. Donnelley Corporation 


@ “VICE PRESIDENTS IN CHARGE of 
Mailing Lists should never forget the 
mercuria! nature of their charge. For 
of the people 
alive today have no recollection of 
World War Ll and 25% do not remember 
when a Republican was in the White 
House except by inv-tation from the 


instance. more than 60 


Democratic occupant.” We are quoting 
from the always interesting “Hell Box 

h.m. of Williams and Marcus Company 
424 South Tenth Street. Philadelphia 47 


Pennsylvania 


THE REPORTER OF DIRECT MAIL ADVERTISING 


. 





@ THE ADVERTISING COUNCIL is do 
ing a good job in organizing national 
in spite 
of the absence of any centralized in 
formation bureau in Washington. If you 
want to find out what is what, write 
and ask for booklet explaining what 
the Advertising Council is and what it 
does. Address Theodore S. Repplier 
president, at 1200 Eighteenth Street. N 
W.. Washington 6. D. C 


effort advertising campaigns 


eee 


@ OUR OLD FRIEND. Jack “John C 


Dabney. has been stepping up the lad 
der in the Harris-Seybold Company 


He was a familiar figure around New 
York in graphic arts circles while he 
was H-S Eastern district manager 

but he recently moved back to Cleve 
land (4510 East 71 Street. Cleveland 5 
Ohio) and has been appointed to th 
position of Director of Marketing 
Couldn't happen to a better fellow 


@ IF PAPER JOGGLING is a problem 
in your office. write to Purnyea Manu 
facturing Company. 322 South Water 
Wichita. Kansas for information about 
its portable electric paper jogger. Price 
is $61.50. You can jog 500 sheets of 
paper into edge aligninent in ten 
seconds. 


eee 


@ SMALLER LETTERHEADS are being 
used by an increasing number of busi 
ness firms. Saves paper and in many 
cases adds an air of distinction. Among 
those we noticed especially this month 
are: Garden Magazine. New York (6 by 
74). Practical Home Economies. New 
York (5'2 by 8/2). Henry Street Settle 
ment, New York (4! by 7), Gray & 
Rogers. Philadelphia (6 by 9). And the 
following use standard baronial size 
Hecht Company. Washington; Printers 
Ink. New York: True Story. New York 
Larry Chait. New York. On your next 
order. consider possibilities of a smaller 


size letterhead sheet especially for 


short memos 


@ THE POSTAL RATE SITUATION is 
still up in the air as we go to press. 
but anything can happen. Representa 
tives of cssociations and Dusiness 
organizations have been appearing be 
fore Senate and House Committee:. 
There are rumors of a possible compro 
mise on third class rates. Instead of a 
100 boost. the bulk rate may be fixed 
at lc or l/c. Some sort of raise is 
nearly inevitable 


eee 


@ In the meantime eur Canadian 
cousins are having postal troubles too 
The Canadian Government, on April 2 
suddenly jumped third c'ass postage 
from Ic to 2c without advance warning 
Direct mail people are protesting vig 
orously. If you want your voice heard 

better write to your legislative rep 
resentatives whether you are in 


Canada or the U. S.A 


@ THIS REPORTER enjoyed an April 
9th visit to Chicago to give his usual 
letter-improvement talk before the 
Chicago Industrial Advertisers Associa 
tion. It is a great gang and the audience 
provides a challenge for any speaker 
We are looking forward to attending the 
National Industrial Advertisers Conven 
tion which will be held June 24 to 27 


1951 at the Waldorf-Astoria Hotel in 
New York City. Incidentally. our old 
friend M. J. Phillips. assistant advertis 
ing manager of the Inco Nickel Alloys 
Department of International Nickel, has 
just been elected president of the New 
York Industrial Advertisers Association 


for 1951-1952. 


@ GOOD GRIEF! A certain New Eng 
land Congressman has gune into the 
stamp business. He recently circularized 
stamp dealers with a mimeographed 








No 3 of a series of people YOU 


have on Your Mailing List. 


If he blots or can't find a pen, he 
screams |'T hellwithit! and you 
ose another order. But not with 
REPLY-O LETTER! REPLY-O LETTER 
arries your (already filled-in) reply 
ard in an exclusive slip-out pocket. 
No signing no blots no pens 
No wonder the largest users of 
direct mail say that their returns are 
ncredibly high—their costs surpris 
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TENSION ENVELOPE CORP. 
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HOW TO MAKE 
ENVELOPES “SELL” 


Time after time tests prove that “dressing 
p” the envelope miraculously increases re- 
sults. For instance: 


MAGAZINE UPS RETURNS ALMOST * 








Testing a “blind” corner card against an 
illustrated envelope, (see above) a well-known 
magazine discovered: 


The Illustrated Envelope Pulled 31.4% 
MORE Orders! 


NURSERY ENVELOPE PAYS FOR ITSELF 


A well-known mail order nursery printed a 
special offer on its envelope. This offer was 
not repeated in the catalog. Profits from 
sales of this offer more than paid the total 
cost of envelopes. 


THIS COUPON WILL BRING 
YOU MORE INFORMATION 


Tension Envelope Corporation 
(Factory Nearest You) Dept. H | 

Send me my free copy of ENVELOPE 
ECONOMIES...Tension’s periodic publication 
of suggestions and ideas for making mail 
more effective 





SPECIAL FEATURE 


A CASE HISTORY FROM 
THE WIDE OPEN SPACES 


by M. P. Brown 


A lot of you know more about mail 
order in five minutes than I'll ever 
know. A lot of you send out more 
mail in a month than | do in a year. 
I operate a small mail order business 

. - and all I can do is tell you about 
it, and what makes it click. If I'm 
able to leave one worth-while thought 
with you then I'll be happy. 

All my life I have been an enthusi- 
ast about direct mail and mail order. 
Away back before many of you were 
born I saved my pennies, and nickles, 
in order to start a mail order business, 
as a side line to the job I had. It was 
a grand and glorious flop . . . if mem- 
ory serves me right, I got back about 
1/3 the postage in gross sales. But 
being in love with direct mail and 
mail order I didn’t stop there. 

Later on I quit the job I had and 
opened a collection agency. All busi- 
ness was obtained by mail . . . all col- 
lections handled by mail. I made a 
living in this collection agency, but 
while I loved getting the business by 
mail, I didn’t like the endless detail of 
that kind of business . . . so I discon- 
tinued it and opened a lettershop. 
That, my friends, was in the year of 
our Lord 1919. 

How well do I remember my first 
multigraph. I was machine operator, 
office boy, delivery boy, copywriter, 
janitor . . . and what have you. But 
those were days when I was young, and 
to conquer the world was just a simple 
matter ... or so I thought. 

I had read everything I could find 
on direct mail. And while operating 
the lettershop I posed as an expert on 
direct mail . . . I knew exactly how to 
build the business and profits of every 
kind of business under the shining sun. 
I eventually found out, and still won- 
der about it, that it’s very easy for the 
novice to tell the other fellow how he 
should operate his business . . . and 
I've also found with the passing of 
the years that one begins to find out in 
time how little he really knows . . . 


instead of how much. 

In the lettershop business I learned 
production from A to Izard. I learned 
it by doing it . . .°sixteen and more 
hours a day in many instances. I 
loved the lettershop business, and even- 
tually this business was built up to a 
point where it was t= largest place of 
its kind in Fort Worth, and I could 
ask, and get, fees for writing copy. 
I think in a great many cases I gave 
my clients value received . . . in others 
I know darn well I didn’t. 

In the lettershop business, as is true 
in all graphic arts fields, there were 
high spots and low spots. At times 
the mechanical department would be 
snowed under . . 
would twiddle their thumbs. The 
same was true of other departments 
. . « typists, mailers, etc. And it was 
that fact that put me in my present 
mail order business. 

I thought to myself—“If I can find 
something to sell by mail that will 
take up the slack, and keep an even 
flow of business going thru the plant 

. if I can fill in the low spots with a 
mail order deal . . . then my whole 
production costs will come down, over- 
head will come down, and profits will 
increase. 4 

And the item I tried out was col- 
lection stickers. It’s a little item... 


. at other times they’ 


bright colored stickers to attach to cus- 
tomers statements showing a past duc 
balance. But every business firm in 
the countiy, doing a credit business, is 
a prospect ... and I figured I could sell 
these stickers, using them as a “filler” 
in the letterrshop in otherwise idle time. 

Today I have around 70,000 cus- 
tomers for these collection stickers .. . 
all business firms . . . all with good 
credit. In 1950 we sold more than 
20 million collection stickers. 

Other lines were added . . . other 
collection helps . . . and in addition, 
goodwill greeting letters for business 
firms to send to their customers. These 
consist of special letters on six color 
lithographed stationery, that are sold 
the year around, but the major volume 
done for Christmas, Easter and New 
Years. 

That, in a few words, is my life 
history in mail order. Several years 
ago the mail order end of the business 
became so much bigger, and so much 
more profitable than the lettershop 
business that the latter was discontinued 
. . . and now for a number of years 
I've been in mail order exclusively. 

I am not original. I am purely an 
adapter of other mn’s ideas. I'm a 
very lazy and very'slow copywriter. 
I like to mull over a piece of copy for 
a long time. While I was writing for 
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REPORTER'S NOTE: M. P. (Brownie or Buster) 
Brown travelled up from Fort Worth, Texas 
te appear before the April Sth meeting of 
the New York Hundred Million Club. We 
made a fine impression. His six rules fer 
success in mail selling are applicable t 
nearly every business. So we cre printing 
his entire talk as our special feature fer 
this thirteenth anniversery issue of The 
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others it wasn’t always possible to do 
this . . . clients somehow want copy 
in a hurry. But operating my own 
business, I plan far ahead . . . and take 
a lot of time in the preparation of 
copy. This year I've roughed up, and 
in many instances, completed copy that 
I won't use for a year or more. I mail 
from 1% to 2 million pieces annually 
... and I imagine fifty different pieces 
of selling copy will constitute a year’s 
work. 

I've got some ideas that seem to 
work for me. You probably know all 
of them as I didn’t originate a single 
one. They are ideas... methods .. . 
requirements that have gone to make 
my own business profitable. 

In my business I consider the follow- 
ing six fundamentals as the most im- 
portant in mail order work: 


1—the product must be right 

2—the copy must be right 

3—the list must be right 

4—olfice records, customer lists, 
etc. must be perfectly kept 

ion costs must be 

kept low 

6—customers must be handled 
with kid gloves . . . they must 
be educated to like, even 
love, you . . . as the life- 
blood of a mail order busi- 
ness like mine is the repeat 
orders from regular custom- 
ers. 


If these six things are right then I 
believe any mail order proposition will 
be a success. There are a thousand- 
and-one other things that count in small 
or large degree. Such as, kind of post- 
age—whether to fill in sales letters— 
number of colors to use, etc., etc., etc. 
But those things won’t make or break 
a mail order proposition in my opinion. 
The six fundamenals can and will do 
just that. I’m going to say a few words 
about each of my own personal six 
fundamentals. 


The Product Must Be Right 


By that I mean there must be a vol- 
ume market that can be reached with 
the right lists. I do not mention pub- 
lication advertising because I don’t use 


it, and know little about it. And in 
addition to a big potential market, 
the product must have a long mark-up 
becausé of ‘high selling costs . . . but 
even with the high mark-up it must 
be a good, economical purchase for 
the person who buys. 

Take collection stickers. First, the 
market consists of every firm in the 
U. S. doing a credit business . . . a very 
large market. And as to mark-up, and 
giving the buyer his money’s worth 
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. .- I'll sell you 1000 of these stickers, 
assorted and printed on eight different 
colors of gummed paper . . . for $5.45. 
And if you ask your local printer to 
duplicate the job, which te can do, 
he would be compelled to charge you 
$20 or more to break even. Yet you 
get the same thing from me for $5.45. 
Doesn't that make it a good buy for 
my customer? He gets these stickers 
from me for about one-fourth of what 
he would pay his printer . . . and yet, 
my mark-up is plenty. 

You can quickly figure out why. 
In the first place I buy the expensive 
gummed paper in quantities that give 
me the lowest low price. I print more 
than 2 million at a time. And I have 
folks specially trained to make up the 
orders. So in the case of collection 
stickers . . . it’s a good line to go into 
IF you want to buy paper in minimum 
quantities of about $5,000 . . . and if 
you want to train people to fill orders 
economically . . . if you are willing to 
make the first sale at a break—even if 
you are lucky and depend on re-orders 
for profit .. . and if you have a plant 
that can produce the items in the first 
place at a rock bottom cost. 

I have many other collection helps in 
addition to collection stickers. All are 
priced far lower than the prospect could 
buy them locally . .. yet all show a 
long mark-up, due entirely to volume 
sales and to very economical produc- 
tion of the items themselves—and 
equally economical production of the 
mail we send out to get orders. 

In addition to collection items | 
specialize in goodwill greetings for busi- 
ness firms to send to their customers. 
I brag that I’m the largest in the world 
in this field, and think I could prove 
it if necessary. These goodwill greet- 
ings are sold on a long mark-up—but 
for less than my customer can buy 
them locally. They are an economical 
buy for him. 

Maybe some of you folks send a 
Christmas Letter to your customers. 
Suppose you hive 100—300—500 or 
1000 customers." Go to a local letter- 
shop or printer and get his price on 
a greeting letter in any of these quan- 
tities. Duplicate the quality—and the 
copy ... I offer. And you'll pay a 
good deal more for your Greetings than 
I will charge you. Yet I'll make a 
larger precentage of profit than your 
local lettershop or printer. Again it’s 
volume and economical production. 

So my definition of a product that 
is right is one that not only gives the 
buyer satisfaction . . . makes him glad 
he bought . . . but also saves him 
money. 

And now we come to the second of 
the fundamentals. 


Copy Must Be Right 

This is a subject without end. There 
are some copywriters in this room, 20 
doubt, who can make me blush with 
shame .. . but I'll give you my ideas 
about copy for whatever they may be 
worth. 

For more than thirty years I've been 
an enthusiast about sales letters, but 
when I started to prepare this talk and 
attempted to put down something 
worth while about how I write copy, 
1 found myself pretty well stumped. 
I think I have already said I am not 
original—I am an adapter of other 
men’s ideas. I've read and studied 
many men who attempted to teach 
copywriting. | worshiped at the 
shrine of Robert Ruxton, who some of 
you old-timers may remember. I put 
Herbert Watson—Robert Collier—Ad- 
Man Davidson—on my list of idols 
. .. a long time ago. And in recent 
years I have found more inspiration 
and more down-to-earth help from 
Clyde Bedell than all the rest of the 
teachers put together. Frankly, Clyde 
Bedell, in one book, taught me more 
than all other authors combuaed . . . 
that one book has enabled me to make 
a quarter of a million dollars I would 
not otherwise have made .. . and I 
commend Clyde Bedell’s book to any 
aad every copywriter. 

In my business I write all my own 
copy. As I said, I’m a lazy copywriter 
. <. I like to mull things over. It 
would be a lot quicker if I'd take 
paper and pencil and outline things, 
and go to work, but I hate work with 
a bitter passion, so a piece of copy sim- 
mers away in my head for days, some- 
times weeks, before I ever put anything 
on paper. 

1 decided a long time ago that I 
wasn’t a very versatile copywriter . . . 
for example, I fall flat on my face 
trying to write human interest copy. 
I build all my copy around raw benefits 
for the reader. I try to answer this 
question—“What does the prospect 
want that I can give?” And my copy 
bears down from first to last on wants 

. . Customer wants that I can satisfy ... 
in other words, benefits. My headlines 
are full of benefits. With few excep- 
tions every effective sales letter I ever 
wrote told the story in the first para- 
graph, chuck full of customer-benefits. 
I work hard on headlines. And be- 
cause I give myself plenty of time, I 
can write, re-write and re-write again. 
I can sleep over copy before it is used 

. and I try to check and recheck 
before mailing . . . and after mailing, 
to find out why copy clicked, or other- 
wise. 

I've found that my friend Clyde 
Bedell, in his book, “How To Write 
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Advertising that Sells” has given more 
down-to-earth fundamentals—more ef- 
fective check-lists—than I've ever found 
anywhere. Bedell’s book has little 
about direct mail or mail order .. . 
it is about the fundamental things that 
make copy sell . . . and these fundamen- 
tals apply to mail order, newspaper, 
or what have you. 

That's enough—more than enough— 
about copy. There’s no end to the 
subject, of course. 


Using the Right List 


I'm not going to spend a lot of 
time on lists. You have probably 
learned, as I have, that finding good 
lists is a problem without end. Per- 
sonally I like big lists—25,000—50,000 
and more names, and I’m not much 
interested in lists of a few thousand 
names unless they look exceptionally 
good. 

The reason for this is that in testing 
a new list I like to use at least 5,000 
names. I’ve never found that tests of 
1M or 2M gave me a fair average . . . 
and the Lord knows you get fooled 
often enough even on tests of 5,000 or 
more. 

You'll notice that I didn’t put in my 
six fundamentals anything about tests 

. because testing is part and parcel of 
all six. I don’t know whether a pro- 
duct is good’ until it has been tested 

. and the same is true of copy. . . 
and lists . . . and everything else that 
enters into the mail order. I test copy, 
I test products—I test lists—and I test 
everything else . . . but I try not to 
be radical on the subject. My tests 
have been pretty well reduced to a 
simple formula . . . I use one standard 
sales letter for stickers, to give an ex- 
ample? This letter is my yardstick for 
testing lists for that product, so that I 
get a fair test of one list against another 
—with identical copy. 

Of course, in my business I confine 
myself largely to business lists . . . and 
I don't particularly care for small lists 

. I like ’em big, so if one des pay 
off I have some volume to shoot at. 
But you have members in this club 

. list brokers . . . who can tell you 
far more about lists than I'll ever be 
able to do, and I'll pass further dis- 


cussion on this subject to them. 


Office Records, Customer Lists, 
etc., Must Be Perfectly Kept. 


In this respect I am a very fortunate 
. and very blessed mail order man. 

Because I have a wife who is a wizard 
at keeping office records straight. 

As our mail order business has 
grown, our customer lists have become 
broken down in more and more classi- 
fications. The lists are kept on cards, 
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which are also ledger cards . . . and on 
stencils, punched for selector system. 

My wife is one of the most meticu- 
lous list-keepers in existence. To her 
there is never an excuse for a card 
being misfiled. To her there is never 
an excuse for there being duplicate 
cards or stencils. To her there is never 
an excuse for a mistake in billing, in 
labeling, or any other office job. . . 
in her mind there is only one way to 
keep office records and that is absolutely 
perfect. 

I’m on the customer-lists of a num- 
ber of members of this club . . . espe- 
cially book publishers. At various 
times I have had duplicate stencils 
in their files . . . and sometimes as 
high as six stencils, and I get six identi- 
cal mailings all at the same time. I 
generally write and tell these firms, 
and sometimes they do something about 
it and sometimes they don’t. 

I'd give long odds that you couldn’t 
find a single case of three duplicate 
stencils in our customer-ist . . . I might 
even bet you couldn’t find a case of 
two stencils for the same customer 

. and I don’t think Id lose. Of 
course we only have around 70,000 
customer-stencils, but if we ever get 
ten times that many . . . and my wife 
is still boss of lists . . . I'd still bet 
the list would be practically 100°% 
perfect. If she ever quits me I suggest 


you try to put her in charge of your 


list maintenance . . . but . . . my friends 
that will be over my dead body! 


Production Costs 
Must Be Kept Low 


How to go about reducing costs? 
That’s my personal problem in our busi- 
ness and I think. my background of 
having built a lettershop from scratch 
is a big help. We produce everything 
we mail . . . everything we sell . 
with the exception of the six-color ie 
thography on the greeting letters. We 
operate printing equipment and multi- 
graphs. We do all our own mailing. 
And from what I have seen around 
the country, our production costs are 
far lower than most of yours. 

I'll be honest. If I didn’t handle all 
my own production .. . if I didn’t look 
at production thru practical eyes 
if I didn’t personally know 5 to 
hire and train a machine operator or 
a mailer or a typist . . . and if my wife 
didn’t knew how to keep office costs 
low ... then our profit would be much 
less than it is today. 

There are, in my mind, a lot of 
things that go to make an efficient pro- 
duction plant . . . or an efficient organi- 
zation of any kind for that matter. 
Among the most important is that of 
human relations . . . making folks like 


to work for you. Our pay scale in 
Texas is considerably lower than yours 
here in New York . . . yet more than 
75% of my people have been with 
me for years. They seem to like to 
work at my place, and here are some 
of the reasons why: 

First, there are no high-hats—no 
snobs—no holier-than-thou people in 
the organization. don’t last. No- 
body, including myself, is too good 
to sweep the floor or do anything else. 
I know all the boys and girls by their 
first names . . . in many cases I'd have 
a hard time telling you what their last 
names might be. 

Somehow I don’t have any trouble 
with folks coming late . .. in most 
of them get to the place from fifteen 
to thirty minutes early, so they can sit 
around and gossip. We to work 
at eight o'clock. At nine there’s 
a 15 minute intermission, when we have 
coffee and cokes . . . and everybody 
has a gay little interlude. Lunch hour 
is 45 minutes . . . from 11:45 to 12:30. 
In the afternoon there’s another 15 
minute intermission, and we quit at 
4:45... five days a week. 

I try to know about the little personal 
likes, dislikes, problems and troubles 
of all the people in the place. I go thru 
the plant every morning right after 
eight o'clock . . . speak to everybody 
. . . kid some, pet some, ask about 
their babies, their sweethearts and lots 
of similar things. It’s all a sort of big 
family . . . they all know they can come 
to me any time with their troubles 
or their fears. 

We have picnics in the summer at 
company expense. We have a gay 
Christmas party and pay a rather sub- 
stantial Christmas bonus. Everybody 
exchanges gifts. We give free hos- 
pitalization—five paid holidays—sick 
leave—paid vacations, and other little 
things now and then . . . and all these 
have been given without any employee 
ever asking for them. If a girl gets 
married, there’s a shower for her . . . we 
quit work early enough for these little 
get-togethers, and my wife and myself 
are always present. When some of 
the boys left for the army during the 
past few months, they looked like 
they’d been run thru a grinder, after 
the girls got thru kissing them and 
smearing them with lipstick. 

These are things, I think, that make 
folks willing and anxious to do a days 
work and do it right. They feel they 
belong . . . they are human beings, 
not merely machines. 

And when you get that spirit . . . 
plus careful advance planning . . . 
plus training of workers . . . then you 
have an organization that gets things 
done, and gets them done with a smile. 





Now we come to the last . . . but 
by no means the least . . . of my six 
fundamentals. 


Keeping Customers: Making Them 
Like You So Well They Will Buy 
Again and Again 


If you or I could keep every cus- 
tomer we get . . . if we could be sure 
of regular repeat orders year after year, 
we'd have mighty few worries. And 
I am constantly trying to build a 
friendly feeling with our customers 
. « « 8 they'll come back again. 

I don’t think anybody will ever suc- 
ceed in doing this unless he, or she, 
really is an appreciative person. If you 
believe you are doing the customer a 
favor when you fill his order, or go 
out of the way to please him, then 
you'll never make friends with cus- 
tomers. But if you believe each time 
a customer sends you an order that he, 
the customer, is doing you a favor .. . 
if you deeply appreciate this favor, 
then your whole attitude is bound to 
be such that the customer will feel 
your appreciation and like you better 
as a result. 

Shipping orders quickly is one good 
way to please customers. Filling orders 
exactly as the customer specifies is an- 
other way. And saying “Thank You” 
is a powerful builder of goodwill. 

All our sales are made on open ac- 
count. Some pay with order, but they 
need not do so unless they prefer. So 
in all cases an invoice is mailed . . . 
separately from the package . . . and 
believe me we capitalize on these in- 
voices. 

In all cases there is a friendly letter 
sent with the invoice, thanking the 
customer for the order, and telling him 
about the other things we sell. In 
this letter we try to re-sell him on the 
purchase he has just made . . . try to 
make him glad he bought. And in all 
cases we enclose samples of other items 
with the invoice and thank you letter. 

This is by far the most profitable 
mail we send out. A man receiving an 
invoice is certainly a live buyer . . 
a super active customer. And when 
he receives, with his invoice, samples 
of another item we sell, he buys .. . 
at least a darn fine percentage. If all 
our mail paid profits as well as the 
samples sent with invoices the income 
tax would be a bigger pain in the neck 
than it is now. 

This all sounds simple. I suppose 
it is. But it took me a number of 
years to find out about it. Now orders 
that come back from enclosures 
with invoices are truly an important 
item. 

There are other wavs we try to build 
customer goodwill. While I think our 


mistakes, percentage wise, are low . . . 
we do make mistakes, and we do have 
complaints. With us the customer is 
always right. We find most people 
are honest ... and we don’t argue with 
them. When they kick we make good 
in a hurry . . . gladly . . . willingly. 
I personally reserve the privilege of 
refusing a customer's claim; everyone 
else must agree with the customer 
100% ... and it’s darn seldom that I 
turn down an adjustment myself. 

Correspondence plays a tremendous 
part in customer goodwill. I've seen so 
much rotten correspondence in mail 
order ... such long delays . . . so much 
bickering . . . so many stilted phrases 
that examples of how not to write a 
customer are plentiful. 

We feel each and every customer is 
a friend. We really do feel that way. 
We feel when a man sends us an or- 
der he is doing us a favor . . . and it’s 
up to us to give him what he expects 
and more. All our contacts with that 
customer are by mail . . . and we try 
to write to him, and do business with 
him, as you would with a close friend. 

Maybe that’s why so many of our 
customers do become friends. We have 
customers . . . hard-headed business 
men ... who send us invitations to 
their wedding anniversaries, and their 
children’s weddings . . . and such like 
things. Yet we've never met these 
customers . . . and know them only 
thru contacts by mail. 

Isn’t that good business? I think it is. 
It often costs up to 50°/ of the selling 
price to get the first order. While, on 
the average repeat orders from satisfied 
customers cost about 10°/. If we man- 
age to break even at a 50°, selling cost, 
there’s some very gratifying profit when 
we sell for 10°4. But in order to do 
this I feel I’ve got to make customers 
like me . . . even love me, if possible. 

And so IT come to the end of my 
story. At best I've only hit the hich 
spots. T do hope I've given you mavbe 
one little idea you can use. I've en- 
joved beine with you, and I leave 
these thoughts: 
.. if your product is right ... if your 
copy is right... if your list is rivht 

. . df production costs are keot low 
and your record keeping is perfect... 
and if, in addition, you can mabe your 
customers like you so well they'll re- 
order reeularly . . . then your mail 
order business will grow, and grow 

. and grow! 


WHAT TO SAY TODAY 


Fairchild Publications, 7 East 12th 
Street, New York 3, N. Y. (in behalf of 
Retailing Daily) has issued a mimeo- 


graphed portfolio to advertisers Gives 
seventeen detailed groups of sugges 
tions for copy themes in space adver- 
tising directed toward the retail store 
trade. Here's a listing of the headings. 
Applicable to direct mail, too. 


TODAY'S MOST IMPORTANT 
COPY THEMES 
for advertising to retailers in business papers 
Tell about your SERVICE. 
. Define your present POLICIES 
. Enlighten them about your PLANS 
Explain about your PRICES 
Confide in them about your PROBLEMS 
Supply current data about your MA- 
TERIALS. 
. Talk about your PRODUCTS 
. Tell about your STYLES 
Explain about your QUALITY 
Inform them about your CONSTRUC- 
TION 
Keep them sold on your product's VALUE 
. Tell the benefits of your CONSUMER 
ADVERTISING 
Offer your DEALER HELPS 
Tell about your ORGANIZATION 
Describe your FACILITIES 


ANYBODY WANT A 
PEN PAL? 


Want to Drop a Line to 
Stephan Effendu, Sir 

M. Wilson Cobbjenolo, 

c/o Chief Josiah Ejenolo, 
Ewu Town, Ughelli, via Warri 
South Nigeria, West Africa? 


As we believe that the writer’s inten- 
tions are purely epistolary, we publish 
the following letter received by the de- 
partment from the West African gentle- 
man with the imposing name and ad- 
dress. It reads: 


“Dear Friends: 

With pleasure to afford your this 
letter. Please kindly send to us any- 
body’s address who wishes to be friendly 
with us. Either male or female to any 
age he or she belongs. It will be a 
pleasure if you can do. For we heard 
of the fame of your diligent deeds. Ur- 
gently reply. 

Greetings to you all, 

Yours faithfully” 

(signed) see above address—Ed.” 
REPORTER'S NOTE: We found the above 
item in @ recent issue of “The Postmark.” 
always good house azine of the C di 
Postal Service. It's a 6)’ x 9}/’, 32 page job 
and is edited by the Public Relations Divisien. 


lf the U. S. Post Office did as good a job of 
Public Relations. we wouldn't 











REBUTTAL TO ‘has DIRECT ADVERTISING 
“ANONYMOUS” 


REPORTER'S NOTE: We are inclined to agree 
shouldn't have run the article without 
he author's name. Evidence submitted seems 
> prove you are on the right track in build 
ng a real list even though a couple 
eople may isagree That's always the 
able with criticising without knowing 

all background facts. Good luck. H. H Vayvalx 1) 


Seeeeue Rae Be SeSBeeee ce eeeeeeeaeeee es 8 ee 


“Required Reading” 


for Direct Mailers 


The Reporter. 
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Graphic Books, Inc. 


17 East 42nd St.. New York 17. N. Y. 
Phone MUrray Hill 2-7424 











PROTECTING DIRECT MAIL 
RECORDS BY MICROFILMING 


by Edward T. Freel 
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I'm Jane Doe. There are about 
40.000.000 of us in this country 
and WE buy nearly 70% of all 
the goods and services sold 
each year We're always in 
terested in a good selling story 
WHEN IT’S TOLD TO US IN A 
FRIENDLY. DIRECT WAY 


PROSPECT LISTS—INDIVIDUALLY COMPILED. 


UP-TO-THE-MINUTE. 


VERSATILITY UNEQUALLED. 


TOP SPEED AND ACCURACY. 


UNLIMITED RESOURCES. 


COMPLETE est 1885 
MAILING . AGENTS 
AND IN ALL THE 
PRINCIPAL 


ADDRESSING 


et AT THE HEAD OF THE 
50 East 42nd Street, New York 17, N. Y. 


Cities 














“Here’s the most 
useful book on 
my desk and it’s 





Hammermill 
stepped 


smannes . **lie-flat bindin 


10 WAYS YOU'LL 
USE THIS BOOK! 


Choose paper for letterheads that give the 
right impression of your firm 





Select the right paper for your office forms 
Maintain clean, durable ledger entry records 


} nit rie 
& 7 . y * + at a saving 


! Use paper for checks and “money valve 
printing that has the look of importance 
Obtain cleaner, more readable copies from 
every run on your mimeograph machine 
Secure one paper that runs equally well on 
either gelatin or spirit duplicator 

Package’ your booklets and catalogs with 
covers that win attention 
Get better mailing pieces for your money 
+ Have fle and index cards with snap, stiff- 
ness, long life 
10. Produce brilliant broadsides that click 


k. 1 HAVE ALL THIS INFORMATION AT YOUR FINGERTIPS 


FREE + 














Business Ethics: Fact or Fiction? 


NPTCACHSLU¢ 


by Dr. Maurice Baum 





REPORTER'S NOTE: This may be a peculiar 
article for a Direct Mail Magazine rut 

think the thoughts should receive wide 
overage It was originally printed in Ad 
vanced Management (February 1951 The 
author. Dr. Maurice Baum is cn instructor at 
Kent State University. Kent. Ohio He will 
be remembered as the editor of the compre 


ve report on business ethics which we 


praised and described in December 1950 


Reporter Direct Mail has its problems of 

s ethics Perhaps we've been more 

nate than other media n having a 

y-made police force in the Post Office 

Inspection Department but there are 
still many problem For these reasons 

Baum thoughts will be of 

readers In other words 

together to keer business 


mail field on a high 


Cynic and Sceptic 
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GOUT 
NO!...JUST ONE DAY’S 

) TYPING ON MY AUTO-TYPIST!”’ 


a Superwoman — but all 


my new Auto-typist 
*t out hun 


The boss call 


the credit t 
With this machine can easily ge 
urate letters a day 


dreds of complete 


THAT'S RIGHT 
5020 operates ar 
Ppionship speed 
on a “player-piar 
and complete 
type manual 


matically tyf 


y 


accurate i sir 


modern s« 





This fact-packed “case 
history’ booklet shows 
how Auto-typist can help 
you. Mail coupon today! 








=d 


Model 5030 


Model 5060 


Mode! 5100 


AMERICAN AUTOMATIC TYPEWRITER COMPANY 


Dept. 25, 614 North Carpenter Street, Chicago 22, Illinois 
; descr 


Please send wr 


The Federal Trade Commission 


THE 
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Better Business Bureaus 


Something is missing 


when you write a letter. 


Your callers form an Hmipression ol your 


organization from your building. reception room, offices or sales 


Readers of your business letters must form their 


room 
This is why the 


Hn pression from vour business stationery alone 
design of your letterhead. the information it contains, and the 
quality ol paper and printing are so important 

Many useful ideas for creating letterheads that will adequately 
are contained in a portfolio The 


represent your business 
of business 


Psychology of Business Impression Phousands 
executives throughout America have found value in this original 
contribution te the letterhead problem. A Test Kit of 24 
basi letterhead treatments, including 
type specifirations and production pro- 
cesses. is included. You are invited to 
report your letterhead preferences and 
to participate in the informative results 
of a nationwide survey 

Phe portfolio is free to business execu- 
tives Ask your printer engraver, ofr 
paper merchant to secure a copy for you 
Or, write on your business stationery to 


Neenah Paper Company, Neenah, Wis 


Business, Employees, the Public 


Manual of Operatic 


GUIDE TO BETTER INDEXING 


Facts You Should Know 

fetter Business Bureat 65 one 
> ae lo help you select the correct 
grade and color of index bristol for 
your office needs, we have prepared a 
compact and useful Guide To Better 


Indexing. Send for a free copy 


NEENAH PAPER COMPANY 


NEENAH, WISCONSIN 











How Many DUDS 
Can You Afford? 


eet, Boston 10 











True Nature of Business Ethics 
t | 
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1. BIND THIS MODERN WAY 
right in your own OFFICE 
or plant 


a: 
| 
A: 


1 SPECIAL TRIAL OFFER 
bs Send today | 


General Binding Corporation 
808 W. Beimont Ave., Dept. 20-4 


Chicago 14, ti! HW 
_ — 





Problems of Personal Selling 
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Claims, Laws & Size 
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THE NEW REMINGTON 
CARBON RIBBON 


llth: comomy- 


TYPEWRITER 
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THE APPEAL OF THINGS AS THEY ARE.., 


interests people makes 


The powertul appeal of realism stops people 
people remember— gets extra consideration for your product and your 
MCSsaue 

Lithography by Stecher-Traung offers you the advantages of realism 


with economy —through two specialized types of full color service 











Selling 
Added, power for your.... 


ONLY STECHER-TRAUNG OFFERS TWO 
TYPES OF SERVICE TO FIT YOUR NEEDS 


1. Fine quality full color at low cost 


The exclusive Stecher-Traung combination run 
gives you the selling power of full color with sur 
prising economy because: In production phases 
your material is combined with other similar jobs 
This cuts your share of production cost — for 
example, expensive make-readies and press plates 
cost is split with many other jobs. Quality is 
rigidly maintained to give you full color repro- 
duction comparable to excellent publication work 


Send in coupon for actual samples with costs 


2. Full color with special effects, special quality POINT OF SALE LABELS 
When special effects and special quality are nec- 
essary, your material is run alone. This concentrates 
the advantages of Stecher-Traung’s craftsmanship, 
facilities, and controls to give you a finished piece 


A SINGLE SET OF COLOR-CORRECTED NEGATIVES 
; : , . f : (the expensive part of engravings) can be used for all the 
proble ms are difficult—at competitive prices Send different sizes of this main illustration. This is one of the 


of outstanding quality-—even when reproduction 


coupon for samples of unusual jobs with costs valuable economies offered only by lithography 


Why both S7ECHER-7RAUNG Services give you “Most For Your Money” Value 


With either Stecher-Traung service you get the coat our own paper, do our own typesetting—even 
combined advantages of superior craftsmanship, grind our own inks! 

the last word in equipment, and unusual control As a result, our customers profit from the appeal 
of materials. At Stecher-Traung, in addition to the of things as they are at prices that are as they 
actual lithography, we make our own engravings, should be. But see for yourself. Check and send 
the coupon today 


Art 4 STEeuER Teas 


Gentlemen: Piease send me somples of items checked below 


STECHER-TRAUNG LITHOGRAPH CORPORATION 


plants at ROCHESTER 7, NEW YORK * SAN FRANCISCO 11, CALIFORNIA 
(CD Booklets [) Box Wraps [[] Free copy of booklet 
How to Save Money on 
C) Catalogs [) Labels FULL COLOR" 


Baluumore * Boston * Chicago * Columbus ¢ Harlingen NAME 
Los Angeles * Macon * New York (Rode & Brand Division) 
COMPANY 


Oakland * Philadelphia * Portland * Rochester * Sacramento 
San Francisco * ours * Seattle * Washington, D. ¢ STREET 


eee eee 











MEDICAL 
ADDRESSING 
SERVICE 


We maintain a complete mailing 
ist of all practicing physicians 
arranged by states and cities and 
by specialty groups. Addressing 
harges are low. 100°, post office 
delivery is guaranteed on mail 
ings made from our list. Orders 
are handled within a few days. 
Write for detailed counts and 


prices 


* Accuracy guaranteed 

* Low cost addressing 

*® Write for counts and prices 
® 72-hour service 


* Clean address imprints 


Fisher-Stevens Service 
Inc. 


445 Hudson Street 
New York 14, N. Y. 














better 
production 
brings 

better results 


There's a best way to produce 
direct mail 

MASA members study the best. 
most effective. ways of produc 
tion: support research and fact 
finding: share knowledge of im 
proved methods. Their object is 
better results for you. When you 
try to “save” money with “cheap” 
production you tamper with re 
sults 

To check the e‘fectiveness of your 
production source 


Always say. “Are you MASA?’ 


‘ASA 


e 


Mail Advertising 
Service Association 


865 urfield Avenue 
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Public Relation 


and Direct Mail 


by Boyce Morgan 





REPORTER'S NOTE: Boyce Morgan made a 
notable talk at the April meeting of the 
Washington. D. C. Forge of the American 
Public Relations Association It hit at and 
around a subject seldom discussed in direct what n } done 


those reasons 


about 

mail circles It contains many of the solid 7 
you how anc 

fundamentals of mail contacting For that 

Boyce was for 


reason. we care printing it 


merly with Kiplinger He now operates his 
own consulting service at 1025 Connecticut 
Ave.. N. W.. Washington 6 D. C He is 
American Vice President of the Direct Mail 
Advertising Association You can apply his 
principles to your business. No matter what 


kind of business relations 
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ES 
OFFSETS! 


DUPLICATOR 
REVIEW 
The Maga gine of wens and hrowhow fo oat 


Can Be Revealing Too! 
$3.50 per year. 


SET 


bee oth “Tt devien 


Ntw yvoeu 17 








MAILING LISTS 


§ for Every Purpgse 
1500 DIFFERENT CATEC.ORIES§ 
§ 


Airplane Owners Govt. Workers 








Alumni 

Births 

Boat Owners 
Brides 

Business Execs 
Ir. Executives 
Canvassers 
Career Girls 
Catholic Buyers 
Contributors 
Clubs & Members 
Dog Owners 
Engineers 
Factory 
Farmers 


Workers 


Home Owners 
Housewives 
Mail Order Buyers 
Manufacturers 
Neighborhood Lists 
Pilots 
Purchasing Agents 
Professional People 
Retailers 
Sportsmen 
Teachers 
Television Owners 
Veterans 
Wealthy Men 
Women 
Wholesalers 


DUNHILL SPECIALS 
R.F.C. Borrowers 
College Alumni, 


by Occupation 


Wearing Apparel Retailers 
Sporting Goods Retailers 
Credit Checked Families 
Baseball Players & Officials 


 DUNHIL 


INTERNATIONAL 
LIST €O., Inc. 


DD LD OLD LI AD LP OL”. 
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POL 


§ 565 FIFTH AVE., N. Y. 17, Plaza 3 0833 § 











NOW--Headline Photo-Composition 
at amazingly LOW COST! 


a 
_# 


~~ 


e SOLID BLACK, NO TOUCHUP! 
@ PRINTS WON'T SMEAR or SMUDGE! 
@ NO WAITING FOR YOUR PROOFS! 
@ ELIMINATES COSTLY OPAQUING! 
@ FAST EASY OPERATION! 
@ TWELVE TYPE FACES AVAIL- 

ABLE, EACH IN TWO SIZES! 





Hundreds in profitable use by 

MANUFACTURERS « PRINTERS « ADV. AGENCIES 
LITHOGRAPHERS~ LETTER SHOPS + NEWSPAPERS 
TV STATIONS= SILK SCREEN SHOPS+DEPT. STORES 
WHOLESALERS+ INSURANCE COMPANIES *PUBLICATIONS 
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Now you can buy 


Rag Bond Envelopes 
that SEAL QUICK 
and GRIP TIGHT 


Now, faster than ever sealing for 


GRIP-QU/K © 


vour rag bond envelopes! For SéAt "eae eee 


U.S.E. laboratories have devel- 


oped “GRIP-QUIK,” a new ad- 





hesive that produces a pertect 


seal, instantly, permanently 





GRIP-QUIK* Seal Flap Gum 
can be applic d to any rag-content 
bond without requiring changes 


in surface sizing. Your bond en suaety Seats 


RAG BOND 


ENVELOPES 


velopes will seal easily and stay 


sealed — will have the snap and 


crackle, opac itv, fine printing and 
writing surface and exact match 
with pape! that vou desire 

Ask vour paper merchant for 
samples 


q US; : 


Sy » 


UNITED STATES ENVELOPE COMPANY 
14 Divisions Coast to Coast 
SPRINGFIELD 2, MASSACHUSETTS 


MADE FOR 


American Writing Paper Corp 
Brightwater Paper Company 
Byron Weston Company 

L. L. Brown Paper Company 
Crocker-McElwain Company 
W. C. Hamilton & Sons, inc 
Keith Paper Company 

Millers Falls Paper Company 
Neenah Paper Company 
Parsons Paper Company 
Whiting-Plover Paper Company 
Whiting & Company 

Valley Paper Company 





Crew 
IN A STEW? 


Over typesetting 


deadlines? 


I Vo type used in this ad 
Y 
N 1a PP RATED jf 


1423 ROSCOE ST CHICAGO 13 


FOR MORE SALES 
THROUGH THE MAILS 
Use SAWDON ORDER-VELOPES 
and COMBINE-FORMS 
These Combination Order Forms 
und Return Envelopes Will 
Increase Your Mail Orders 


ee a oe ee 
Leading Mail Order Companies 


THE SAWDON COMPANY, INC. 


484 Lexington Ave... New York 17, N.Y 


om THE EYE 


EYE*CATCHERS. In 


8 St. New York City 16 
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f Mailing List Brokers 








NEED PHOTOGRAPHS? 


THE REPORTER OF 





DIRECT MAIL ADVERTISING 





Another vote of confidence .. . from an- 
other respected mailing list broker . . . 
evidence of the faith both mailers 

and brokers have in our lists. 


Eke KRogeos 


industrial List Bureau 


45 Astor Place, New York 3, N.Y. 
GRamercy 5-3350 





Specialists in ——— AIR MAIL 


_——- CATALOG 


———> MERCHANDISE 
POSTAGE SAVER 


and OFFICE SYSTEMS 
——+ PACKING LIST 


Outstanding Service —— ‘vsry omen sme 


COIN 


. AND ENVELOPE IDEAS! 


if you'd like to receive our brisk little publication “THE 
POSTMARK you hove only to request it. Please use 
the coupon below 


AROEN CiTy 
Eavecore Co. 


3001 NW. ROCKWELL ST. 
Gorden City Envelope Co, 3001 N. Rockwell CHICAGO 18, ILLINOIS 
Chicago 18, Ii! Phone COrnelie 7-3600 
Please put my name on “THE POSTMARK" mo 1 ——_ 
ing list 


My Nome 
Company 


Address 








DIRECT MAIL PUTS 
OVER A NEW IDEA 


PONKER - MOSS 


HN CORPORATED 





nein. a <ime a 
ADDRESSING Service | 
| Offers: > ; | 


M. VICTOR 


SINCE 1872 





460 W. 34th ST., N. Y. C. 
LONGACRE 4-2640 
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KINTER 
CONTROVERSY 


The Answer 


A MUST 
FOR SMALL BUSINESS 


WATCH YOUR LISTS 


th lo « 








“We seal 7,200 mailing pieces 
=. an hour with this one machine” 


REPORTER'S NOTE: Above taken from “Cor 

dially Yours h.m. of The Taylor & Gree 

ough Company. 74 Union Place. Hartford 3 
necticut Edited by William Feather 


DEARLESS LETTERS 


1.750 ELABORATE MAILING 4 
PIECES ar pt oh 


} 


HANDLES MOST KINDS 
atte n sizes ( 
ix3° t 6x13 ( 

i 


if 200 an 
s' That's the 
t nce en with 
SCOTCH Brand Auto 


y « hain ee ls 


WANT A FREE DEMONSTATION? 
Write today to Dept. A.A.2, Minnesota 
Mining & Mfg. ¢ st. Paul 6, M 

No oblig f se 














{ M. M. & M. ¢ 








Write us for our SIMPLIFIED 
R COLLATING WORK 
SHEET Just note on it your 
Hating jobs dur.ng the next 
week tr any other period 
We'll gladly check if against 
time studies and show you REPORTER'S NOTE Certainly. Donald Ren 
how mechanical collating nie. you may have a copy of the March 1950 
would compore with your pre issue It's on the way to you For the 
sent costs benefit of all new readers of The Reporter 
we still have free reprints available of 
the two March teatures 1) typographic 
styling for letters and (2) advice (and warn 


© 
Themas ( Wechanical Collator ings) on “‘dearless letters 


gathering 


30 Church Street Digby 9-227 4 THE REPORTER 
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Special Feature 





Summary... 


On July 12, 1950, The New York Industrial 
Commissioner, Edward Corsi signed an order 
placing home address-typing (and kindred 
direct mail operations) under provisions of 
the New York Industrial Homework Law. 


Effective date, September Ist, 1950 


Provisions in brief: All employers of not 
less than 5 office typists were required to ob- 
tain permits for a test period of six months 

. « and also to obtain individual certificates 
for all home typists employed. No certificates 
granted to anyone having any other employ- 
ment. No permits to anyone with less than 
five employees 

Beginning March Ist, 1951, no one could 
obtain a permit who did not have a permit 
in test period. Must continue to employ 5 
office typists. Number of “allowed” home 
typists reduced té a ratio of one to every two 





previously employed. (Computed at an aver- 
age for a four week peak period.) 

In August 1950 Te Reporrer exposed 
this order $5 as a vicious, undemocratic and 
inequitable action which would ultimately hurt 
and restrict the use of direct mail. We blamed 
the promotion of the idea on the communist- 
dominated Union in a small segment of the 
lettershop field. Follow-up article in Novem- 


-ber 1950 Reporter urged producers and others 


to file appeals. 

About fourteen such appeals were filed, 
mostly by individual companies, but in two 
imstances . . . sixteen list brokers and con- 
tractors protested legally and in another, 33 
New York lettershops petitioned. The two 
group appeals were later joined into one ac- 
tion, represented by same attorney. 

Hearings before the New York Board of 
Standards and Appeals on the two main peti- 
tions of 49 companies started on February 
15th, with interruptions and delays caused by 


a Daniel Arvan representing a group of union-follow-up report. 


A. 


ized lettershops who had joined with the 
Union in asking for and upholding the Order. 

Second hearing was on March 9th .. . 
when Arvan formally asked to intervene as an 
active “amicus curiae.” Further delaying 
presentation of evidence by petitioners. Third 
hearing, March 21st. More delays. Fourth 
hearing, April 2nd. More of the same. In 
April 1951 issue of Reporrer we gave a six 
page analysis of the situation. Reasons for 
home typing . . . importance in breaking the 
worst bottleneck in direct mail (addressing) 
. . « discussion of obvious collusion between 
Union and management for the purpose of de- 
stroying competition. Reprints of our August 
1950 and April 1951 articles are still available 
free of charge. Although this is at present a 
matter which affects only New York State, it is 
important to all interested in the future of 
direct mail. These cancers grow. We are 
giving this short summary to bring new 
readers up to date and to make more under- 
standable the contents of the accompanying 








THE FIGHT FOR CONTROL 
OF DIRECT MAIL 


I’m sorry! But it has now become 
necessary to take off the kid gloves. . . 
to give you the whole truth and 
nothing but the truth. 


Those who have followed our fight 
against restrictions (or possible elimina- 
tion) of home addressing may have no- 
ticed that this reporter has leaned over 
backward to be considerate in not men- 
tioning names. (See summary.) We 
have told you about the attorneys and 
the issues involved . . . but not about 
the people who, through their attorney, 
are largely responsible for the Order 
and who are trying to make it stick. 


We would have kept quiet, hoping 
for a peaceful settlement, but all reason 
for secrecy or consideration was ended 
on April 16, 1951. By the dumbest 
“public relations” move I've ever wit- 
nessed. 


The Reuben H. Donnelley Corpora- 
tion had filed an individual appeal 
against Commissioner Corsi’s Order 
seeking “control and gradual elimina- 
tion” of home typing. First hearing 
was scheduled for Monday, April 16. 





Footnote: In order to squeeze in this last 
minute report, we had to hold over until next 
month one of the best feature articles we 
have ever bad. You'll see it in June. 


MAY 1951 


by HENRY HOKE 


But on Friday, April 13 both the Don- 
nelley Corporation and the New York 
Board of Standards and Appeals were 
notified formally that Daniel Arvan 
would appear in behalf of the Master 
Contract Association, Inc. to appeal 
for intervention in the case. Scheduled 
apearances of witnesses had to be can- 
celled. 

On Monday the 16th Arvan moved to 
the counsel table accompanied by Sam 
Sacher, attorney for the communist-in- 
fluenced Iettershop union. While Sam 
remained modestly mute, Arvan plead- 
ed to intervene because the Judges 
needed the “guidance” of experts in the 
graphic arts processes . . . needed pro- 
tection against possible erroneous evi- 
dence. (Judges Myron Lewis and 
George Raymond and Board Attorneys 
Wazeter and Koeppel do not look like 
the kind of men who need such guid- 
ance from such or any quarters.) The 
Donnelley lawyers, of course, objected. 
The Board necessarily took the inter- 
vention appeal under advisement. Fur- 
ther hearings were indefinitely post- 
poned until the intervention matter 
could be decided. 

Arvan submitted a long typewritten 
and legally drawn demand. To his own 
individually signed petition (for the 


Association, Inc.) he attached the ap- 
peals of seven member firms and their 
officers. Because of the serious nature 
of this case, I am forced to reveal the 
signatures (a matter now of public 
record). 


Those intervening, in an attempt to 
block Donnelley presentation of evi- 
dence were: 


*Horace H. Nahm 

(President of Master Contract Association, Inc.) 
Hooven Letters, Inc., New York, N. Y. 
*Jack Gold 

James Gray, Inc.. New York, N. Y. 


*Louis Fishkin 
Business Letter Service, Inc., New York, N. Y. 


*Louis Schweiloch 
New Era Letter Company, New York, N. Y. 


Jack Israel 
Novelty Letter Service, New York, N. Y. 


Joseph Rosenbaum 
Graphic Letter Service, New York, N. Y. 


Edward Helmig, Sr 
Downing Mail Advertising Company, New 
York, N. Y. 


Those marked with an asterisk are 
those who personally have been aiding 
Arvan in his delaying tactics in the 
other ‘hearings for the 49 petitioners. 


NOTE: As proof that the situation is 
confused, | happen to know that there 








are divided opinions among the prin- 
cipals of some of the firms listed above. 
Not everyone agrees that Arvan's tactics 
are sound. 


Attached to Arvan's petition for in- 
tervention was a list of the 43 unionized 
lettershops which are socalled “mem- 
bers” of his Master Contract Association. 


I will not print their names because, 
to my knowledge, many of those mem- 
bers are only so reluctantly, They are 
opposed to Arvan’s tactics and are dis- 
mayed, bewildered and intimidated by 
the hold Arvan and the Union have 
over them. They cannot kick, even to 
their “own attorney,” for fear of Union 
reprisal. 


I know for certain that other mem- 
bers of Arvan’s Association are opposed 
to the intervention. They think the 
petitioners should be given an unob- 
structed opportunity to present their 
evidence. Everyone agrees (even the 
petitioners) that Arvan has a right to 
present his side. But at a proper time. 


By signing the Donnelley interven- 
tion, a handful of lettershops have now 
come out in the open . . . violating 
every concept of good public relations. 
They have lined up with a discredited, 
highly-suspect and communist-domi- 
nated Union . . . to destroy one conven- 
ient means of livelihood for thousands 
of capable women typists who are tied 
down to their homes by dependents or 
disabilities . . . to prevent their competi- 
tors from using a bottleneck oreaking 
service . . . to force higher and higher 
prices for their direct mail services. 


It’s an ugly story. It smells to high 
heaven. Future developments make it 
smell worse. 


On April 18th, the hearings on the 
group petitions (of 49 firms) were re- 
sumed. The same old story . . . but 
much more out in the open. Arvan 
constantly interfering .. . trying to con- 
fuse witnesses. His employer assistants 
were more than ever active. 


The judges couldn’t do anything 
much about it. Both Judges Lewis 
and Raymond have leaned over back- 
ward to be kind and patient. They 
have stressed that Administrative bod- 
ies are not bound by usual rules of 
court evidences. They are trying to 
hear all sides of the story. Only their 
good sense and sound judgment can 
imterpret any sense out of some of the 
hog-wash which has been developed. 
But it is becoming evident that they 
do understand. 


Judge Lewis has repeatedly said that 
“this is a most important case .. . 


Reproduced from New York Daily News of May 2, 1951 


U.S. Blacklists 
ink Union as 
Security Risk 


By JACK -TURCOTT 
The Federal Government, 
a drastic maneuver- used 
nly once before, has branded 
New York union, one of the 
biggest and wealthiest. Com- 
unist-tainted labor groups 
the country, as a bad se- 
urity risk for the nation. 
The accusation was made by 
ohn W. Gibson, chairman of the 
ederal Displaced Persons Com- 
mission, against District 65, the 
0,000-member catch-all New York 
mit of the leftist-led Distributive, 
Processing & Office Workers Union 
‘of America, whose offices gt 13 
stor Place are known in labor 
circles as “the litti€“Kremlin.” 
Agency Ends Relations, 
Gitson’s charge, made in a let- 
Zer written last.Thursday to the 
Jnited* Service for New Ameri- 
ans, leaked out here yesterday, 
fter the USNA, a privately 
anced voluntary agency, notified 
e union, with whom it has a 
bor contract running until next 
eptember, that it must break off 
1 relations. 
Gibson’s letter was addressed to 
SNA and two other agencies 
hich employ District 65 members 
throughout the metropolitan area. 
he others are the Hebrew Immi- 
rant Aid Soviety and the U. S. 
ommittee for the Care of Euro- 
n Children. Gib: wrote: 
“Based upon info tiom that is 
vailable to us, we have deter- 
ined that it would be in the inter- 
st of the national security for the 
Displaced Persons) commission to 
fiscontinue the accreditation of 
ny voluntary agency—where such 
p-untary organization, or its af- 
iated organizations, continues to 
:.ve contractual relations with Dis- 
rict 65 of the Distributive, Process- 
ing and Office Workers Union of 
America.” 
The letter. in effect, was an 


ultimatum that the Government 
will have no further dealings with 
USNA, or any other group Reining 
ito bring displaced persons te this 
ntry, wuniess it immediately 
dealings with the 


— 


business existence of many people is 
at stake . . . we want the facts, etc.” 
Judge Raymond, in his kind ques- 


ew. 

ia Ty move was taken i 
only once before. Two~years ago 
the Atomic Energy. Commission 
ordered the General Electric Co. 
to discontinue all contractual rela-}é 
tions in GE’s atomic energy plan 
with another Red-ti 


CIO for following the Soviet line. 
Combined. Two Old Unions. 


District 65, once known as Logal 
65. of the CIO Retail, Wholesal 
and Department Store Workers 
Union, is headed: by Jack Living- 
ston. It from the CIO 
three years ago because its office 
had been ordered to sign non-Com- 
munist oaths. ' 

With several other locals, made 
up chiefly of department store ent- 
A in this city, it formed a Dis- 
tributive Workers Council and, a 
few months ago, swallowed up into 
the newly-created DPOWUA t 
national unions, the United Office 
and Professional Workers and the 
Food, Tobacco and Agricultural 
Workers, both of which had been 
kicked out of the CIO abobt 15 
months ago for “slavish adherence 
to Communist * propaganda : 
Signed Non-Red Oath. 

Arthur. Osman, who was one 
the founders and the head. of 
cal 65; Became president of-t 
DPOWUA and, with Living 
ston, sig) an affidavit that hb 
was not a Communist. The ne 
ment of Justice is new studying 
that affidavit. 

The USNA, which announced 
months ago that. it had spent $37 

000 helping more than 100,0¢ 
European Jews to settle here sincest 
1945, has been subjected to sev 
strong Union demonstrations by 


Sy, sty So 
Dec. §,+1949, more than 5 
clerks and social service work 
then members of Local 19 of th 
UIPWA and now in. District 65) 
staged an all-night sit-in at 
Hotel Marseilles, 103d St. and 
Brofdway, where the refugee-aid 
organization was housing 1,5008 
displaced persons. 

Charged Discrimination. 

The demonstration, followed by 
two more within the next month, 
parroted the Commie line by ac- 
cusing the USNA and its New 
York State affiliate of “discrimi- 
nating against Negroes,” institut- 
ing a speed-up by maintaining 
short-handed staffs and stalling on 
negotiations for wage boosts. / 

sibson’s ban against District 65 
will affect almost 2,000 District 
65 members employed by refu 
and, chari e ie , 


7 


tioning of witnesses, has pointed to 
possible weaknesses in the Order, such 
as (1) the possibility (or danger) of 
New York State losing business by 
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forcing addressing work into New Jer- 
sey or Connecticut, or (2) the prejudice 
in favor of corperate bodies as compar- 
ed to individual or partnership opera- 
tions. The big shop corporations could 
continue their permits . . . while the 
individuals could not pass them along. 
There have been constant references 
to the obvious peculiar squeeze-out of 
any new business; questions about the 
discrimination against small employers. 


During the céaseless wrangling, the 
petitioners have been able to put over 
telling points. John Patafio of Ambassa- 
dor Letter Service Company, represent- 
ing the 33 lettershop petitioners, paint- 
ed a good picture of the growth of 
direct mail . . . why, even though he 
wasn’t affected too much himself, the 
restrictions would be bad for direct 
mail, would hurt his competitors. He 
didn't want his competitors hurt. B. 
Brown of the B. Brown Associates was 
perfect. Very quietly she told the judges 
that the motives of those trying to “put 
over” the Homework Order were . . . 
dishonest. “The whole Order is and 
was dishonest. It was designed to get 
control . . . to hurt competition.” That 
was really the turning point. Bill Wat- 
son and all of his group have been ef- 
fective. They are trying desperately 
to be patient and extremely accurate 
in spite of the constant badgering of 
an irrepressible and irresponsible oppo- 
sition. 


The sixth and seventh hearings were 
held on April 30th and May Ist. ( With- 
out Arvan it could all have been over 
in two days.) 


A peculiar pattern was forming. Ar- 
van and his crowd appeared to be fu- 
rious about the article in the April 
Reporter .. . but it didi’t faze them. 


Arvan, in his complex and round 
about questioning, is trying to prove 
that because every addressed envelope 
used in direct mail contains a printed 
piece of some kind . . . that envelope 
and the addressing become part of a 
factory operation, thus giving Corsi 
the right to label addressing as indus- 
trial work. If he wins out on that 
point he would throw most of the let- 
tershops in New York State out of their 
office buildings for code violations. He 
would get all clerical typists in any kind 
of a company involved with factory 
laws. In all my 31 years in direct mail 
I’ve never heard such completely stupid, 
useless and childish questions. 


But the real pay-off came during the 
seventh hearing. On an appropriate 
date. May Ist May-day. Just 
about the minute when the forlorn, 
debilitated and egg-splattered Com- 
munist ranks started parading to Union 


On the left is intervening Daniel Arvan, who represents the Master Contract Asso- 
ciation, Inc., or rather the small group of employers who are actively trying to 
destroy addressing competition. On the right intervening Sam Sacher, attorney 
for the 

the United States Government as a bad 





Square . . . up spoke the so-far quiet 
Sam Sacher of the Office Workers 
Union. He, too, demanded the right 
to intervene. “You have heard,” he 
proclaimed in true Malikian fashion, 
“the wails of the employers. We want 
you to hear the voice of the pee-pul, 
the workers who are being oppressed.” 


Even the otherwise calm and collected 
Judge Lewis was temporarily flabber- 
gasted. He stated that the Board had 
presumed all along that Arvan has been 
representing the Union. Arvan hotly 
denied it. But it’s what this reporter 
has been indicating all along. Collusion 
for power . . . with two different 
motives. But with a sameness in the 
difference. The Board took Sacher’s 
appeal under advisement . . . but it is 
rumored that 4] petitioners will file 
formal objections, protesting against 
being caused to deal with in any way 
a Union which the United States Gov- 
ernment on May Ist blacklisted as a 
security risk (see papers of May 2nd). 


Sacher claims to be the “voice of the 
pee-pul, the workers”. He (and Arvan) 
are talking about the approximately 
1650 lettershop employees who belong 
(by force of contract) to the communist- 
dominated Union. These 1650 people 
represent less than 20% of the lettershop 
employees in the State of New York. 
They work in only 43 shops, compared 
with about 700 shops in the State. And 
who should speak for the thousands 
(4 to 7) of home typists who would be 
thrown out of work if Arvan and 
Sacher succeed? 


During the tense seventh hearing, 
Arvan was off on another peculiar tack. 
Possibly as a result of THe Reporter 
article, or John Patafio’s evidence. He 


d Office Workers Union which has been labeled by 
security risk. 


seemed to be trying to prove that the 
increase in direct mail dollar volume 
wasn't really an increase at all. Accord- 
ing to Arvan’s devious thinking the in- 
creases shown in dollars spent for direct 
mail since 1920 have been due mostly 
to the increases in printing and supply 
prices. Therefore the shops and direct 
mail users do not need the extra typists 
for addressing. Imagine! When all 
his members have prospered because of 
(and are crowing about) the enormous 
growth of direct mail. 


knock his screwy 
And will do so. 


But we can 
reasoning sky high. 
Here’s how. 


Last month we gave you the follow- 
ing estimates, based on the formulas 
used by the Direct Mail Advertising 
Associatior : 

Annual Dollar Expenditures for Direct Mail, 
1920 $194,119,024. 
1930 $338,431,300. 
1940 $378,768,215. 
*1949 $863,989,380. 
1950 $918,660,480. 


*First year of DMAA formula release. 


All of the figures above are based 
to a great extent on postal revenue and 
the Post Office cost ascertainment break- 
down of classes of pieces. 


Here is how total postal revenue has 
climbed: (Dollars spent for postage 
only) 


1900 $ 102,354,579. 
1920 $ 437,150,212. 
1930 $ 705,484,098. 
1940 $ 766,948,626. 
1950 $1,676,885,340. 


No growth in volume? While postal 
rates (except for first class) have re- 
mained pretty much constant! 








Fiscal 
1923 





All First Class 13,167,113,667 


(Note: Postal and Post Cards 
were not segregated in 1923) 


Letters 
Government Postal Cards 
Private Mailing Cards 


Third Class 3,744,648,695 


13,736,709,576 
1,322,863,108 
206,051,432 
4,658,267,730 


20,086,384,968 
3,437,967,500 
975,719,400 
10,342,921,097 


12,746,369,982 
1,953,081,852 
524,673,787 
5,555,899,503 


15,278,646,095 
1,324,540,518 
298,017,557 
4,324,939,431 











But now for the real proof. I ob- 
tained from the Postmaster General's 
-annual reports a breakdown of the three 
classes of mail matter which are directly 
affected by direct mail. First class 
(10% by DMAA formula) post and 
postal cards (35% by DMAA formula) 
and third class (55% by DMAA formu- 
la). The figures start in 1923 because 
that was the first year of the Cost Ascer- 
tainment system. The breakdown be- 
tween letter mail and postal cards be- 
came effective in 1926. These are 
pieces of mail. Not dollars. 

In other words, the increases in 
pieces handled by the Post Office has 
been tremendous. Nearly as large as 
estimated dollar volume increase. Some- 
body has to address all those pieces. 
That's why addressing has been the 
bottleneck. Machines were perfected 
to process direct mail more rapidly and 
than ever before—but 
remained the BIG 


economically 
the addressing 
PROBLEM. 

That's why Arvan and his Union 
collaborators are all wet. They seem 
to be incapable of thinking soberly and 
sanely. Their thinking is obstructed 
by their ulterior motives. 

Tip to petitioners: subpoena Arvan’s 
Association records showing the dues 
paid by members. Dues, I happen to 
know, are based on a percentage of 
gross annual volume of business. Com- 
parison of amounts paid by each mem- 


ber over past seven or cight years will 
reflect, I happen to know, a healthy 
and perhaps enormous growth in busi- 
ness handled by the very shops which 
have complained that homeworkers are 
hurting their business. And, while 
complaining, they are actually using 
homeworkers to handle the increased 
volume they cannot produce in their 
own shops. Could Arvan squirm out 
of that one? 


The show before the Board of Stand- 
ards and Appeals will go on indefi- 
nitely. In the future, we'll try to keep 
our reports, shorter, but will keep re- 
porting relentlessly and in spite of all 
threats and sly moves at intimidation. 


After all the squabbling and irrele- 
vant questions have ceased . . . the case 
will boil down to a few simple ques- 
tions. The Judges will probably base 
their final decisions on these points: 

1. If clerical home typing is not factory or 
industrial work, the Order must be dis- 
continued . . . since the State Law applies 
only two industrial work 
If there is no evidence of substandard 
working conditions; no health or child 
labor problems involved . . the Order 
must be discontinued because the Law 
provides for elimination of such abuses. 
If the Board rules that typing is industrial 
work, then it must decide whether pro- 
visions of Order are discriminatory . . . and 
therefore unreasonable. Is it fair to limit 
permits only to those employing five or 
more office typists; is it fair to shut out 
all future businesses by refusing permits 


after March 1, 1951; is it fair to limit 

the number of allowable homeworkers— 

thus preventing growth of business and 
eliminating opportunity of meeting peak 
preduction demands 

.If the Board is inclined to uphold the 

Order in its entirety, it must carefully con- 

sider the ultimate economic effect on New 

York business. The homework typing opera- 

tion can be moved to New Jersey, Connec- 

ticut, or any other nearby state . . . simply 
transferring the work from women in 

New York to women in other localities. 

On those four points, the Judges will 
make their decisions. And I don't 
believe anyone can influence them. 
Arvan may .. . by talking his case to 
death. We'll wait and see. 

In the meantime, I think the respon- 
sible factors in the Union trap should 
band together to overthrow the strangle 
hold. Kick out, by legal means, the 
rabble-rousers and the adherents of 
collusion for selfish power. You now 
have evidence of undemocratic motives 
and activities. You have precedents 
galore. The Government on May Ist 
gave you a secure reason for acting. No 
information (in Government or pri- 
vate industry) is safe . . . so long as 
this commi-dominated Union is in con- 
trol of even a segment of the lettershop 
industry. 


This is still a free America. Stand up 
and fight. This reporter, for one, 
thanks God that there are still a few 
noble souls who have the guts to put 
up a good scrap for their rights. 





Important Memorandum to Lettershop Employees: 


| want to make one point clear. Although | have written 
harshly about the Office Workers Union in the lettershop field, 
| would bet my bottom dollar that the large majority of — of 
the union ore 100°, patriotic Americans. There ore just a few 
“fellow travellers” planted in nearly every shop. You ore } ne 
into continued membership by the existing contracts between em- 
ployers and the union. 


However, you should know your legal rights. Under the low, 
thirty per cent of the employees in any individual shop con — 
the National Labor Relations Board to order an election . 
purpose of determining whether or not you want this eetnes 
communist-dominated union to represent you. You can use the 
Federal Government action against the union as your reason for 
asking for an immedicte election. If a majority of your fellow 
workers vote against the union, it will be DECERTIFIED by the NLRB 

. end you con then negotiate directly with your employer (who 
probably doesn’t like the present union any better than you do) .. . 
or you can choose to become affiliated with any reputable union 
in the field. Your righ? to select a bargaining representative of your 
own choice is granted by Act of Congress. Understand . . . the 


petition for on election must originate WITH THE EMPLOYEES, 
about 


not the employer. !f you cannot get accurate in 

the method of petitioning, The Reporter is at your service, without 
obligation. Simply cali MU 2-7424. Any communication will be 
treated @s strictly confidential. We will answer any questions you 


Frankly . . we think it’s a crying shame thot the lettershop 
industry hes allowed itself to get involved in an open cat-and-dog 
fight . . . esssntiolly @ bettie between the bigs end the Snvles. 

settled peacefully without 


come might effect ofl cners of the moll (in higher prices and slower 
deliveries), The Reporter of Direct Mail was and is obliged to report 
the facts as we see them. We honestly believe thet the use of 
home typists is necessary to handle peak leads in on ever increasing 
mailing volume. We also honestly believe that the home typist 
operation can never injure the job opportunities of the on-premises 
workers. The part-time home typists moke it possible for your 
employer to handle rapidly more and bigger jobs, thus giving the 
on-premises workers more important assignments and steadier em- 
ployment. The union will tell you otherwise. w ore trying to 

give you, your employers and their customers . . . the simple facts. 
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THE POWER 
OF DIRECT MAIL 


ia 


Pedro de la Gasca Used Direct 


Mail to Capture a Nation 
\ 





(ydi ENVELABELS 


SPEED UP HANDLING 


OF PARCEL POST AND EXPRESS SHIPMENTS 


Just enclose invoice in ENVELABEL 
and seal flap... .. then stick 
ENVELABEL to carton. 


ENVELABEL 
SAVE $30 PER M on POSTAGE 


Invoice goes postage free 
No postage required on ENVELABEL. 


instead of these 


ENVELOPE AND 3¢ STAMP SAVE TIME 


— 





i No need to address either 
ENVELABEL or parcel. Name and 

of address on invoice show 

PACKAGE VASE through window and serve as 

address for both. 


ADDRESSING THE LABEL Send gor Samples 


CURTIS 1000 INC. 


380 Capitol Ave. 1000 University Ave. 355 Marietta St., N.W. 2630 Payne Ave. 
Hartford, Conn. St. Paul, Minn. Atlanta, Ga. Cleveland, Ohie 
a 























A modern lettershop 
specializing in me 
chanical addressing 


























CONFUSION 


PATA 


} 





MERCHANDISING 
GUIDE FOR 
PRODUCTS IN SHORT 


SUPPLY 








116 WEST CLINTON AVE 


Pera | RAYMOND LUFKIN tenarcy, New JERSEY 
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r ” y wet 
DIRECT-MAIL COPY WRITERS 


DON’T STOP SELLING ill write your letters thru LETTERS ANONYMOUS! 
NOT FOR A LONG TIME 


: . fy iV na « u as the ec ly rectly com 
SI IN¢ \s \ our cae tive . hat 


NTEND TO STAY 


jlar one ol 


has a letter 
ways wanted 
fit’ the 


They're 


S 


beaut es for 
So just tell us your problem, and we 


write ut off 





ob to be done € us whos to get it 
" » be repro 
duced. Give us a hint e whimsical 
letters, promotor d ar ck t ol e brass-hats in 
t etters lead-building your tront _ nd amples ot your 
letters, membership let current pieces d of yur product (if 
er renewal tters, old account let possible) would f 
| i t omplaint and ’ . Now comes the | much. It depends 
WHY A HOUSE ult a (ter that jum f yn the writer for vour »b, and how muct 
centage return! e values his spare-time these days. Not 
MAGAZINE? nd we'r roing right on writir hose peanuts—we'll be frank Who wants to 
: ters for well satished bosses trade time in the Spring Mads for peanuts? 
use a few extra bucks” But reasonable. Persuasively reasonable 
for the letter youll get. Conclusively 
there's one of us writing reasonable for the resu/rs u will bring 
ow for a product or service Better write b airmail, if ms quick 
yours. Knows the tricks results you're 


LETTERS AN OVYYUNEt 


Vv v 


17 EAST 48TH STREET, NEW YORK 17, N 














MAKE YOUR OWN OFFSET NEGATIVES and PLATES 
with a KENRO CAMERA-PLATEMAKER ... 
without Buying Equipment! 





Look at These Advantages 


* Average Kenro Negative-Plate Cost—$1.45 each 

* Offset Negative and Plate in Less Than 30 Minutes 

* Up to Five Group Plates per Hour 
Anyone Can Operate the Kenro—FREE Instruction Book 
Mokes Negatives from All Types of Normal Copy 
Line Negatives Up to 11 x 14 
Original Halftone Negatives Up to 8 x 10 
Kenro Platemaking Attachment Enables Operator to 
Burn-in Offset Plate 


TOM DARLING 


Addressing Machine & Equipment Co. 
29 East 22nd St. New York 10. N. Y. ORegon 4-6400 

















ADAPTATION 


MISS FAIRFAX HAS 
DEAR PROBLEMS 


} 


iN CONNECTION WITH 


SUCCESSFUL LETTER 


“1 WAVE ON HAND” 
“YMS@E 18 ENCLOSED HEREWTTNT 


KIDDING THE STUFFED SHIRTS 
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CLASSIFIED 


ADVERTISING 














ADDRESSING 





‘ADVERTISING AGENCIES 





FOR SALE 





FULL COLOR PRINTS _ 


"HELP WANTED 


We NEED AN 
Experienced Copy Man 





HOUSE ORGANS 
1000 Two-Color House Organs Only $45! 


e 


THE CRIER ADVERTISING SERVICE 
1836 Euclid Ave Cleveland 15. Ohio 





"MAILING LISTS 





MAILING LIST CARDS 





MULTIGRAPHING SUPPLIES 





l¢ BARGAIN MAILERS 


OFFSET PRINTING 


¥ PRINTIN G - 


HAVE YOU A PRINTING PROBLEM? 





RESEARCH 





WANTED 











LETTERS 
FROM AMERICA 











-* Sam W. Hoke 


near 28th Street, NEW YORK 





AN EARLY 


HOKE PROMOTER NOTICE 


TO EMPLOYEES 


ALL EMPLOYEES 
PERSONNEL OFFICI 
DEATH O} 


iid 


EMPLOYEES 





Mail-Order- minded Executives... 


BOOKBUYERS LISTS, INC., 363 BROADWAY, NEW YORK 13, N.Y. - WORTH 4-587] 


REPORTER'S NOTE: John Rochow of W. S 
Ponton. In Englewood. New Jersey sent us 
his copy and wanted to know if we could 
track down the author whether it was 
pyrighted or what We discovered that 
this memo has been irculated throughout 
the offices of quite a lot of insurance com 
panies But further investigation revealed 
that the original of this memo was the brain 
hild of someone in the Pentagon Building 
somewhere around 1944. When business men 
left the service. they took the memo back 
to their companies and adapted it for gag 
purposes. No one seems to know the name 


of the original author 


@ BUILDING GOOD WILL with better 
letters is the subject discussed in an 
article carried by “Credit and Financial 
Management in the February. 195] 
issue. It was written by Norman Bruce 
Sigband. chairman. Department of Eng 
lish. DePaul University. 64 East Lake 
Street. Chicago 1. Illinois. If interested 
suggest you write the National Associa 
tion of Credit Men. 1309 Nob'e Street 
Philadelphia 23. Pennsylvania. Copy 
price is 25c. Article is very well done. 
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DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE. $10.00 


PER YEAR 





ADDRESSING 
4 
ADDRESSING TRADE 


ADVERTISING AGENCY 
i ‘ 


ADVERTISING ART 


AL TOMATIC INSERTING 


AL TOMATIC TYPEWRITERS 


AL TOMATIC TYPEWRITING 


BRITISH A ELKOPEAN Lists & CAMPATONS 


COLLATING MACHINE 


COPYWRITER (Free Lance 


DIKECT MAIL AGENCIES 


a 


DIKECT MAIL COPY WRITEKS 


DIKECT MAIL PQUIPMENT 


ENVELOPES 


ENVELOPE SPRCIALTIES 
‘ 
x 
Hotsk ORGANS 
IMPRINTERS SALES LITERATURE 
LABELS 
LABEL PASTERS 


LETTER GADGETS 
‘ 45th 


MATT ADDRESSING STICKERS 


MAIL ADVERTISING SERVICES (Lettershops) 


‘ 


MAY 1951 


MAILING LIsSTsS—HBrokers 


MAILING LISTS—Compilers & Owners 


ZZAZZ7Z ze 


ZAZA 
Madde 


2 


MATCHED ®TATIONERY 
19th & ‘ 


MESSENGER SERVICE 
e ' ‘ 


TERED MAIL BFQuIPMENT 
MIMEOGRAPHING 
MIMEOGK APH MACHINES 


OFFSET PRINTING 


PAPER MANCEACTURERS 


PHOTO ENGRAVERS 
es ith 


PHOTOGKAPHS 


PLATES & STENCILS 


ProsTc ARDS 
‘ a6 


PRINTERS A LITHOGRKRAPHERS 


PRINTING BPQUIPMENT 
eveland 6. Ohio 


PUBLET ATIONS 
QUANTITY PHOTOGRAPHS 


REBUILT MAIL ROOM MACHINES 


SEALING MACHINES 
STAPLING MACHINE 
STENCIL CUTTING & ADDRESSING 


TKADE ASSOCTATIONS 
‘ 4 


TYERS 
Michigan 
TIPE FACES 
ales New Jereey 
‘ t *hicago 13, ™ 


TYPEWRITERS 
16 F h Aver New York 10. N ¥ 


4s 











SHORT NOTES 
DEPARTMENT 


form listing philatelic material he has 
for sale. This circular was mailed under 
the Congressional frank without pay 
ment of postage. No wonder the Post 
Office is running at a los wih mem 
bers of Congress using the mail for 
political and other purposes without 
any restraint and without any payment 
of postage. And these same Congress 
men are the ones who will fix the rates 
to be paid by the legitimate users of the 
mail. The misuse of the franking privi 


lege has been and still is a disgrace 


@ BAD TIMING. Dave Osborn of Syra 

use Letter Company. Syracuse. N. Y 
received a selfi-mailing piece from th« 
Porte Publishing Company. with a 
winter scene depicting stacked skis 
Title: “Wax-up for Winer!” The other 
wise good mailing was received on 
March 28. 1951. which happened to be 
a beautiful spring day in Syracuse 
with the temperature around 58 de 
grees. Watch your timing 


@ LATEST REPORT on continuing mail 
order survey conducted by Lewis Kleid 
of Mailings Incorporated. New York 
26 reported excellent March results 
} said good; 35 had fair returns 
and 6 indicated poor. Mail order con 
ditions this spring and summer are 
viewed optimistically by 76 of th 
mailers questioned. while 24 are 


pessimistic 


@ ANOTHER DIRECT MAIL CONTEST 
s being sponsored, for the eighth suc 
essive year. by Provincial Paper Lim 
ted, 388 University Avenue. Toronto 2 
Ontario, Canada. Awards will be mad 
to the 25 best Canadian direct mail 
ampaigns. Entries close Oc'ober |! 
Write to Lee Trenholm for details 


@ SUGGESTION. The editor of “The 
Ryerson Pictorial h.m. of Joseph T 
Ryerson & Son. In P. O. Box 8000-A 
Chicago 80. Illinois has a good idea for 
correcting his mailing list. On left side 
center of carrying envelope. within a 
circular arrow pointing to recip'ent's 
name and address. is this message: Be 
fore opening take just a moment p'ease 


to check your name and address. If it 
is not 100 make whatever 
changes are necessary. right here on 
this envelope. and mail it back to us 
in another envelope with proper post 
age affixed. Your cooperation will be 


correct 


appreciated. 


eee 


@ THE NEW YORK TIMES is doing the 
outstanding job in the country of using 
direct mail to promote advertising. But 
one of the superlative phases of the 
continuing campaign is a folder mailed 
weekly to department stores . . . offering 
suggested merchandising opportunities. 
Each folder contains about 30 individual 
5’. by 7/2 inch sheets of paper. Each 
sheet gives a description of the mer 
chandise to be offered by a specified 
manufacturer in the Sunday New York 
Times Magazine (three or four weeks 
hence). Sheets can be distributed in the 
stores to the appropriate buyers han 
dling the products to be advertised. A 
bang-up job 


@ THE DIRECT MAIL COMMITTEE or 
gan zed last year under the chairm7n 
ship of Earle Buckley to help the 
Treasury Department's bond selling 
campaigns, will meet in Washington on 
May 31 and June | to discuss plans for 
future work. Details later 


@ A DEFLATIONARY INCIDENT in the 
life of a list broker has been reported 
to us by Ed Proctor of the Guild Com 
pany. 76 Ninth Avenue. New York 1! 
N. Y. A while back one of Ed's clients 
tested a list of funera’ directors. Ed 
wrote to check on results and received 
the following brief rep!y: “Concerning 
the list of funeral directors . drop 
dead! 


eee 


@ SUBVERSIVE ORGANIZATIONS and 
publications in the United States ar 
listed in a 1S6-page guide 
released by the Committee on Un 
American Activities of the House of 
Representatives. It is available from 
the Superintendent of Documents for 
3$c per copy. It is worth having in your 
library for reference. If you order it you 
will be interested in seeing how the 
Superintendent of Documents of the 
Government Printing Office is promoting 
the purchase of other books offered by 
the Government 


recent 


@ NOTICE TO MARYLAND SUB 
SCRIBERS! Your Sena!or Butler. during 
the postal rate hearings. inquired why 


a new category of mail couldn't be 
developed which would separate cir 
cular mail from other types of third 
class. He referred to circular mail as 
perfectly useless trash” which people 
throw away without reading. Maryland 
direct mail people should remind 
Senator Butler that his last campaign 
(see December, 1950 Reporter) included 
a tremendous direct mail job. His cir 
culars (post cards) went to nearly every 
voter in the state 


@ A DIRECT MAIL CONTEST (the third 
annual) is being sponsored by the Ad 
vertising Association of the West. 425 
Bush Street. San Francisco 8, California 
The awards will be made for the best 
complete campaigns produced in the 
western states. Also awards for indi 
vidual letters. folders. broads des. ca a 
logs and post cards. Eric Smith is 


chairman of the contest committee. 


eee 


@ INTERESTING VISITOR to Reporter 
offices during April was Pe er Schauble 
of Haverford. Pennsylvania ; who 
dropped in as a result of our item in 
March issue about his “Yes ... But 
booklet. He was former publicity direc 
tor of the Bell Telephone Company of 
Pennsylvania and is an ex-president of 
the Poor Richard Club. In technical re 
tirement. he is devoting his energies to 
helping large organizations improve 
their employee and public relations. 
About 150 banks. insurance and in 
dustrial companies are now using his 
powerful booklets and other pieces. In 
one case. a bank has distributed a 
Scheuble-created blotter every two 
weeks to every employee for the past 
two years. Posters on the bulletin board 
are changed every two weeks to re 
emphasize the blotter messages. Seems 
to work wonderfully. Suggest you write 
for details. 


@ ANOTHER STEPPER-UPPER. Kurt 
Vahle. perpetual crusader for better 
direct mail and more attractive en 
velopes. was recently elected vice 
president of Cupples-Hesse Corporation 
St. Louis, Missouri. A well-deserved 
recognition of good work 


eee 


@ PRINTER. SQUEEZE THIS IN: The 
Reporter is constantly on the alert for 
promising new direct mail talent. On 
April 25. 1951 we secured an option on 
a new advertising manager who will 
start on or about January 1980. Henry 
R. Hoke Iil was born on option date 
in Roslyn Park Hospital. Long Island. 
son of Pete (Henry. Jr.) and Demi Hoke 

and sixth grandchild of this re- 


porter. Such excitement 


THE REPORTER OF DIRECT MAIL ADVERTISING 





d. h. ahrend—a complete direct mail service for nearly 60 years 


and you'll /discover an experienced 


organization 4 AHREND- where you get 


every /direct mail facility you need! 


catalogs 
cal cash-register copy 
sales-minded art 
letterpress printing 
offset lithography 
sales letters 
brochures 
dealer aids 
list selection 


ope 
mailing For better direct mail results, use Ahrend. Our clients have won 
33-national awards based on results in the past five years alone. 
Our merchandising analysts and creative staff will advise you 
or plan your complete campaign. You'll save time—you'll save 
money — you will be way ahead with Ahrend — the house of 


creative thinkers and experienced craftsmen. 


58 YEARS EXPERIENCE SERVING DIVERSIFIED INDUSTRIES WELL 


d. h. ahrend co. 


33 ST 44 STREET + NEW YORK 17, N. Y 


visit us when you're in New York— we're three blocks east of grand central 








EASY ON THE PRESS. 
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UDSON GLOSS 


There is a difference—you get clean, sharp 





halftone reproduction and good appearance 
with smooth-surfaced Hudson Gloss. It's versatile too, 
perfect for recipe booklets, house organs, broad- 
sides and advertising literature ...on either 


flatbed or rotary letterpress. 























s) INTERNATIONAL PAPERS 


for printing and converting 





